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Native  American  Dream  Catcher.  Indians  believe  dreams  have  magical  qualities  which  can  direct 
or  change  their  path  in  life.  When  hung,  the  dream  catcher  captures  dreams  as  they  float  by  on  the  night  air. 

Good  dreams  slip  through  the  center  hole  and  drift  gently  off  the  feather  to  the  sleeper  below.  Bad  dreams  become 
entangled  in  the  webbing  and  perish  at  the  dawn  of  the  new  day. 


>KnichtRidder> 


We're  local, 

>  The  Philadelphia  Inquirer 

>  Fort  Worth  Star-Telegram 

)  Lexington  (Ky.)  Herald-Leader 

coast  to  coast, 

>  Detroit  Free  Press 

>  Saint  Paul  Pioneer  Press 

>  The  Witchita  (Kan.)  Eagle 

>  The  Miami  Herald  &  el  Nuevo  Herald 

>  Contra  Costa  Newspapers 

>  The  Macon  (Ga.)  Telegraph 

in  newspapers... 

>  Son  Jose  Mercury  News  , 

>  The  Kansas  City  Star 

>  The  Charlotte  Observer 

>  Philadelphia  Daily  News 

>  Akron  Beacon  Journal 

>  The  (Columbia,  S.C.)  State 

>  Tallahasse  (Fla.)  Democrat 

>  The  (Wilkes-Barre,  Pa.)  Times  Leader 

>  Duluth  (Minn.)  News-Tribune 

A  decade  has  passed  since  legislation  opened  the  doors  to 
casino  gambling  on  Indian  reservations.  It  was  intended  to  strengthen 
tribal  government,  encourage  tribal  economic  development  and 
increase  tribal  self-sufficiency. 

This  was  the  dream.  But  what  has  become  of  it?  Is  life  for  reservation 
Indians  any  better?  Are  casino  revenues  having  any  impact  on  health, 
education,  housing,  and  other  measurements  of  well-being? 

Reality 


The  Saint  Paul  Pioneer  Press  went  in  search  of  reality.  It  gained  an 
unusual  level  of  access  to  Minnesota's  Mille  Lacs  band  of  Ojibwe,  a 
national  model  for  tribal  gaming  success. 

The  result,  a  seven-part  opinion  page  series, "A  Change  of  Luck," is 
a  comprehensive  assessment  of  the  Indian  Gaming  Regulatory  Act  from 
a  seldom-examined  perspective;  that  of  the  Indians. 

The  paper  found  rough  edges;  concerns  about  freedom-restricting 
governmental  practices,  worries  over  hefty  campaign  contributions  and 
influential  lobbying  forces,  and  fears  for 
over-dependence  on  gambling  revenues. 

But,  overall,  the  Pioneer  Press  was  able 
to  report  that  tribal  gaming  is  a  growing 
success,  in  human  terms.  As  Editorial  Page  Editor 
Ronatd  Clark  wrote,  "For  most  of  this  century,  Indians 
and  poverty  went  together  like  powwows  and  fry  bread. 

Slowly,  that  tide  is  turning." 

When  a  newspaper  probes  the  outcome  of  past 
dreams,  readers  gain  a  better  perspective  from  which  to  evaluate  new  promises  for  the  future. 
Knight  Ridder.  What  a  difference  a  newspaper  can  make. 


Information  for  Life 


Belleville  (III.)  News-Democrat 
Columbus  (Go.)  Ledger-Enquirer 
The  (Biloxi,  Miss.)  Sun  Herald 
Fort  Wayne  (Ind;)  News-Sentinel 
The  (Myrtle  Beach,  S.C.)  Sun  News 
Bradenton  (Fla.)  Herold 


)  Grand  Forks  (N.D.)  Herald 

>  San  Luis  Obispo  (Calif.)  Telegram-Tribune 

>  The  Monterey  County  (Calif.)  Herald 

>  (State  College,  Pa.)  Centre  Daily  Times 

>  Aberdeen  (S.D.)  American  News 

>  Warner  Robins  (Go.)  Daily  Sun 


...and  on  the 
Real  Cities  Network. 


REAL 

WtmO 

v/ww.  realcities.com 


E&P 
SL/BSCP/BEPS 


Learn  MORE  about  the  activ¬ 
ities  of  the  FREE  PAPER 


industry  in  FPP,  Free  Paper 
Publisher.  It’s  the  only  maga¬ 
zine  exclusively  serving  the 
free  paper  industry. 

•  Advertising  Sales 

•  Circulation  Strategies 

•  Distribution  Issues 

•  Conference  Wrap-ups 

•  Technical  Updates 

•  New  Media 

•  Awards 

•  People 

•  Ownership  Changes 
...and  much  more 
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Editor! 


Cover  Story:  100  grand  advertisers 

£(S'P/CMR  exclusive  focuses  on  newspapers'  biggest  friends 
Cover:  Edward  D.  Levine 

Globe-a\  revolution  in  Boston 
That  evening  News  go  down 

Sinking  circulation  to  claim  Indianapolis'  p.m.  daily 

S.F.  wants  to  stay  a  two-paper  town 

Ofticials  argue  against  possible  Chronicle/E.xaniiner  merger 

USAToday.com  names  archiver 

Infonautics  database  part  of  its  e-commerce  strategy 

Taking  the  Longview  of  Daily  News 

Seattle  publishing  company  buys  Washington  state  paper 

The  Union(\ess)-Tribune7 

Unions  tight  for  survival  in  San  Diego 

Newspaper  earnings  parade 

Scripps,  Gannett  surge;  Media  General  stumbles 

World  class  gamble  on  WWC  ’99 

Pasadena  paper  guesses  right  with  U.S.  victory  special 
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The  Pasadena  (Calif.) 
Star-News  anticipated  a 
U.S.  women’s  soccer 
team  win  with  this  pre¬ 
prepared  sports  special. 

-p.  24 


I  E&P  DEPARTMENTS  &  COLUMNS 


On^  $11.97 

for  6  months! 

Call  today 

1-800-783-4903 

Ask  for  special  offer  #69AEP 


Business 

Black  lists  The  New  York  Observer  as  daily  possibility 

New  Media 

KOZ.com  plunges  headlong  into  e-commerce 

Marketing  &  Sales 

Journal  News  trades  marketing  timis  for  big-league  promotion 

Recruitment 

Fishing  for  jobs  with  a  really  big  Net 

Writing  Coach 

Keeping  readers  means  doing  the  math 

Syndicates/News  Services 

Senior  subjects  get  new  vitality  in  new  strips 

Technology/Pressroom 

Standard-E.\aminer  press,  plant  will  be  ready  by  2002 

Shop  Talk  at  Thirty 

Industry  misers  drive  talent  away  by  paying  pitiful  salaries 


The  Atlanta  Journal 
Constitution’s  Angela 
Tuck  is  one  person 
behind  Cox  News¬ 
papers’  Career  Site. 

-p.60 
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15-18  American  Association  of  Advertising 

Agencies  Account  Planning  Conference, 
Sheraton  Harbor  Island,  San  Diego,  Calif. 

15- 18  Connections  ’99,  Newspaper  Association 

of  America,  Chicago  Hilton,  Chicago,  III. 

16- 18  Religion  Newswriters  Association,  Omni 

Rosen,  Orlando,  Fla. 


18-21  NAA  Marketing  Conference,  Newspaper  Association  of  America, 
Chicago  Hilton,  Chicago,  Ill. 
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4-7  Association  for  Education  in  Journalism 
and  Mass  Communications  Conference, 
Sheraton,  New  Orleans,  La. 

8-10  Newspaper  Human  Resources  Management 
Conference.  Inland  Press  Foundation, 
Wyndam  Chicago  Hotel,  Chicago,  III. 

19-21  Special  Sections  Conference,  Inland  Press 
Foundation,  Hotel  Inter-Continental, 
Chicago,  Ill. 


22-27  Visual  Edge,  National  Press  Photographers  As.sociation,  Bay  Front 
Hilton.  St.  Petersburg,  Fla. 


WAN  3rd  International  Newspapers  in 
Education,  World  Association  of 
Newspapers,  Hotel  Nikko,  Paris,  France. 
SND  Annual  Workshop  &  Exhibition. 
Society  for  News  Design,  The  Bela  Center, 
Copenhagen,  Denmark. 

12-14  Online  Cla.ssified  Industry  Symposium,  The  Editor  &  Publisher 
Co.,  Hyatt  Regency,  Austin,  Texas. 

16-18  IFPA  Fall  Conference,  Independent  Free  Papers  of  America,  Double 
Tree  Inn,  Kansas  City,  Mo. 

16-19  NLGJA  Convention,  National  Lesbian  and  Gay  Journalists 
Association,  Atlanta  Sheraton,  Atlanta,  Ga. 

22-23  WAN  1999  World  Forum  on  Newspaper  Strategy,  World  As.sociation 
of  Newspapers,  Chateau  de  Bellingsli.se.  Compiegne,  France. 

22-23  SNA  Fall  Publishers  &  Retail  Ad  Directors  Conference,  Suburban 
Newspapers  of  America.  Park  Hyatt  at  Bellevue,  Philadelphia,  Pa. 
22-24  3rd  Annual  Technology  Conference,  Society  of  American  Business 
Editors  and  Writers.  Cavanaugh’s  on  Fifth  Ave.  Hotel,  Seattle,  Wash. 
29-2  NNA  1 14th  Annual  Convention,  National  Newspaper  Association, 
Park  Plaza,  Boston,  Mass. 

29- 2  AASFE  Annual  Convention,  American  Association  of  Sunday  and 

Feature  Editors,  Pan  Pacific  Hotel,  Vancouver,  British  Columbia, 
Canada. 

30- 3  Seybold  Seminars,  Moscone  Center,  San  Francisco,  Calif. 


Note:  To  list  events,  plea.se  fax  to  Calendar  Editor  at 
(212)  691-7287  or  e-mail  them  to  calendar@mediainfo.com 
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claims  for  back  issues  honored  after  one  year. 
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The  Value  of 
Every  Voice 


Jounice  Nealy,  Sebastian  Dortch,  Jeanne  Grinstead 

Photo  by  DAVE  MORRISON 


At  the  St.  Petersburg  Times,  every  voice  is 
important.  Independently  owned  by  the  Poynter 
Institute  for  Media  Studies,  the  Times  recognizes 
the  strength  diversity  brings  to  Florida’s  largest 
daily  newspaper. 

Here,  some  of  the 
nation’s  brightest 
young  journalists  write 
and  grow  with  Pulitzer 
Prize-winning  veterans, 
in  an  environment  that 
values  both  individual 
efforts  and  teamwork. 

Diversity  is  part  of 
what  we  do  everyday  at  the  St.  Petersburg  Times. 
Through  a  variety  of  special  programs  and  daily 
decisions,  the  Times' commitment  remains  strong. 
We  are  proud  to  help  celebrate  our  differences  at 
Unity  ’99  this  month. 


“We  cannot  speak 
to  and  about  all 
parts  of  our 
community  unless 
our  staff  includes 
all  parts  of  the 
community...” 

-Andy  Barnes, 
President  and  CEO 


^tiJetersburg  ^imes 

Florida’s  Best  Newspaper 

www.sptjmes.com 
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HOT  TYPE 


Men  simply  dying 
to  make  obit  page 

A  Northern  Illinois  University  sociolo¬ 
gy  professor  says  she’s  found  a  new  bas¬ 
tion  of  male  privilege  —  the  obit  pages. 

Robin  Moreman  studied  the  obituaries 
of  four  big-city  dailies  and  found  that 
men  far  outnumbered  women.  Moreman 
was  expanding  on  a  classic  1977  study  of 
obits  in  The  New  York  Times  and  The 
Boston  Globe  and  expected  to  find  more 
equality  in  the  staff- written  obituaries  of 
men  and  women. 

“We  were  quite  surprised”  by  the 
results,  she  says.  According  to  the  1977 
study,  The  New  York  Times  ran  four  times 
as  many  obituaries  of  men  than  women. 
But  in  1997,  the  ratio  was  an  astonishing 
8-to-l,  Moreman  found. 

There  were  similar  results  at  three  other 
big  dailies  selected  in  different  regions  of 
the  United  States.  Both  The  Miami  Herald 
and  the  Los  Angeles  Times  ran  roughly 
four  times  as  many  obits  about  men  as 
women.  The  most  equitable  ratio  was 
found  at  the  Chicago  Tribune  —  and  it  was 
still  almost  3-to-l  in  favor  of  males. 

Men  were  also  far  more  likely  to  get 
their  pictures  published  in  the  obit 
pages,  Moreman  found.  Men’s  obits 
were  also  longer  at  all  papers  except  The 
Miami  Herald. 

Moreman  and  research  assistant  Cathy 
Cradduck  collected  and  examined  500 
obits  from  a  month’s  worth  of  the  four 
newspapers.  The  study  is  published  in  the 
latest  edition  of  “Omega  —  Journal  of 
Death.”  which  Moreman  says  is  the  “lead¬ 
ing  journal  of  death  studies.” 

—  Mark  Fitzgerald 

Former  reporter 
gets  probation 

Michael  Gallagher,  a  former  reporter  for 
The  Cincinnati  Enquirer  who  was  fired  in 
1 998  after  stealing  voice-mail  messages  for 
a  series  on  Chiquita  Brands  International 
Inc.,  was  sentenced  to  five  years  of  proba¬ 
tion  July  16.  He  had  pleaded  guilty  last 
year  to  two  felony  counts  of  illegally  gain¬ 
ing  access  to  Chiquita’s  voice-mail  system. 

“I  am  here  because  1  did  something 
wrong,  I  am  here  to  take  responsibility  for 
what  I  did,”  Gallagher  said  during  his  sen¬ 
tencing  in  Hamilton  County,  Ohio, 
Common  Pleas  Court,  according  to  The 
Associated  Press. 

Gallagher  stole  the  voice-mail  informa¬ 


tion  as  part  of  his  research  for  a  lengthy 
series  on  alleged  improper  business  prac¬ 
tices  by  Chiquita,  based  in  Cincinnati.  The 
series  came  under  scrutiny  last  year  after  it 
was  revealed  that  Gallagher  had  taken 
voice-mail  recordings. 

^UOTE  of  the  WEEkA 

“I  think  a  daily  Observer 
would  have  a  real  chance  of 
being  a  huge  success,  just 
as  long  as  The  New  York 
Times  shuts  down.” 

The  uproar  prompted  the  Enquirer  and 
its  parent  company,  Gannett  Co.  Inc.,  to 
take  steps  to  avoid  a  lawsuit,  such  as  paying 
Chiquita  $10  million  and  printing  a  front¬ 
page  apology  that  renounced  the  series. 
Chiquita  has  sued  Gallagher,  accusing  him 
of  defaming  the  company,  in  a  civil  court 
proceeding  that  has  been  on  hold  until  his 
criminal  prosecution  ends.  —  .Joe  Strupp 

Photog  refuses 
to  share  pics 

When  alleged  serial  killer  Angel 
Resendez,  a.k.a.  Rafael  Ramirez,  went  to 
court  July  13  for  a  pretrial  hearing  in  El 
Paso,  Texas,  the  biggest  uproar  didn’t  come 
from  him  or  his  attorney,  it  came  from  pho¬ 
tographers  seeking  photos  of  the  suspect. 

Prior  to  the  proceedings  in  El  Paso 
Magistrate  Court,  Judge  James  Carter  had 
agreed  to  allow  a  photographer  from  the 
nearby  El  Paso  Times  to  take  photos  of 
the  suspect  during  the  hearing  if  he  made 
them  available  to  other  pool  photogra¬ 
phers,  the  Judge’s  office  says.  But  when 
the  hearing  ended,  the  photographer 
refused  to  release  the  shots. 

But  editors  at  the  Times  claim  that 
their  photographer  had  simply  gotten 
permission  to  shoot  the  suspect  and  was 
not  required  to  share  the  images.  “He 
was  the  only  print  photographer  there 
and  he  was  allowed  in,”  says  Times  vice 
president  and  editor  Don  Flores.  “No  one 
said  anything  about  a  pool.” 

Although  the  Times  made  the  photos 
available  to  its  parent  chain.  Gannett  Co. 


Inc.,  and  The  Associated  Press,  it  refused 
to  hand  over  copies  to  other  news  agencies 
such  as  the  New  York-based  Newsmaker 
Photo  Service  or  the  Mexican  newspaper 
Diario  Juarez. 

Eventually,  on  July  15,  Judge  Carter 
spoke  with  Flores,  who  says  he  agreed  to 
make  10  prints  available  to  other  photo 
agencies,  although  Flores  contends  that  no 
pool  arrangement  ever  occurred.  “I  think 
we  were  correct  on  principle,  but  we’ll  take 
the  high  road  on  this  one,”  Flores  says. 

—  Joe  Strupp 

Matthews  named 
prez  and  COO 

Lynn  O.  Matthews,  publisher  of  the 
Sarasota  (Fla.)  Herald-Tribune,  has  been 
named  president  and  chief  operating  offi¬ 
cer  of  the  New  York  Times  Co.’s  Regional 
Newspaper  Group,  according  to  Times 
executives.  Matthews,  will  succeed  James 
C.  Weeks,  who  plans  to  retire  at  the  end  of 
1999. 

The  Times  Co.  also  announced  the 
appointment  of  P.  Steven  Ainsley,  pub¬ 
lisher  of  the  Santa  Barbara  (Calif.)  News- 
Press,  as  senior  vice  president  of  the 
group,  which  oversees  21  medium-  and 
small-market  newspapers  owned  by  the 
Times  Co.,  including  the  Herald-Tribune 
and  News-Press.  —  Joe  Strupp 

Scribe  suspended 
at  Mercury  News 

A  San  Jose  (Calif.)  Mercury  News 
business  columnist  was  suspended  this 
week  after  earning  $9,000  from  an  invest¬ 
ment  opportunity  provided  by  a  local 
executive.  The  Associated  Press  reported. 

Chris  Nolan,  author  of  the  newspaper’s 
“Talk  Is  Cheap”  column,  says  she  did  not 
believe  the  investment  was  a  conflict  of 
interest  because  the  executive  is  a  longtime 
friend  whom  she  had  not  written  about. 

But  Mercury  News  executive  editor 
David  Yamold  says  he  was  upset  because 
he  had  not  been  told  about  the  venture 
before  reading  a  brief  item  on  it  in  The  Wall 
Street  Journal. 

Nolan’s  investment  involved  a  growing 
practice  in  the  Silicon  Valley  area  of  buying 
initial  public  offerings  of  stock  through 
other  investors  who  are  close  to  the  compa¬ 
ny.  Although  the  practice  is  legal,  it 
involves  an  opportunity  not  normally  avail¬ 
able  to  ordinary  investors.  —  Joe  Strupp 
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“We’re  delighted 
to  have 
Parade  back.” 

— Janis  Heaphy,  Publisher, 
The  Sacramento  Bee 


Fresh.  Lively.  Engaging.  Parade  connects  with  readers  by  presenting  today’s  compelling  issues, 
trends,  and  personalities.  So  when  readers  of  The  Sacramento  Bee  demonstrated  a  strong 
preference  for  Parade  as  their  Sunday  magazine,  Janis  Heaphy  responded. 


NOTHING  MOVES  AMERICA  LIKE 


The  Boston  Globe 


NEWS 

As  the  Globe  turns 

Taylor  out,  Gilman  in  as  publisher  in  Boston 


by  Lucia  Moses 

An  era  ended  at  The  Boston  Globe 
when  publisher  Benjamin  Taylor, 
52,  was  ousted  following  a  period  of 
lagging  revenues  and  circulation.  The  news, 
which  came  as  a  surprise  to  many,  reported¬ 
ly  including  Taylor  himself,  signaled  the 
end  of  the  honeymoon  period  following  the 
Globe's  purchase  by  the  New  York  Times 
Co.  in  1993.  For  the  first  time  in  126  years, 
the  paper  doesn’t  have  a  member  of  the 
Taylor  family  in  the  publisher’s  seat. 

Richard  H.  Gil¬ 
man,  vice  president 
of  operations  at  the 
Times,  was  ap¬ 
pointed  July  12  to 
succeed  Taylor,  who 
came  up  through  the 
Globe's  newsroom. 
Scott  H.  Heekin-Ca- 
nedy,  47,  vice  presi¬ 
dent,  strategic  plan- 
Benjamin  Taylor  ning,  was  named  to 
succeed  Gilman. 

Rick  Gully,  a  Globe  spokesman,  says 
July  12  was  “a  very  tough  day”  for  Taylor, 
who  worked  27  years  at  the  Globe,  the  last 
two  as  publisher.  “When  you  talk  about 
the  end  of  126  years  of  family  steward¬ 
ship,  it’s  a  very  hard  thing  to  go  through.” 

No  official  explanation  was  given  for  the 
change,  but  observers  believe  the  Times 
Co.  had  grown  weary  of  the  Globe's  drag 
on  its  overall  financial  performance. 

Like  many  big  metro  papers,  the  Globe's 
circulation  is  down,  slipping  7%  between 
1993  and  1997  to  469,000.  Ad  revenues 
were  down  1.6%  for  the  first  half  of  this 
year,  while  the  flagship  New  York  Times 
grew  ad  revenues  2.4%  in  the  same  period. 
The  Globe  is  exploring  ways  to  reduce 
expenses,  among  them  conversion  to  the 
50-inch-web  width  next  year. 

The  upset  also  follows  a  rough  year  for 
the  Globe,  which  was  forced  to  get  rid  of 
two  of  its  prized  columnists  amid  charges 
of  plagiarism  and  fabrication. 

Some  say  the  ouster  was  to  be  expected, 
given  the  Globe's  performance  and  time 
lapsed  since  the  sale  in  1993.  A  five-year 
agreement  governing  the  transfer  between 
the  Globe's  Taylor  and  Times'  Sulzberger 
families  expired  late  last  year,  giving  the 
Times  Co.,  some  say,  the  green  light  to 


replace  Taylor. 

Dan  Kennedy,  who  covers 
the  Globe  for  the  alternative 
weekly  Boston  Phoenix,  says, 

“The  fact  that  the  Taylors  sold 
the  paper  5  V2  years  ago  for  $  1 . 1 
billion  ...  it  was  absolutely 
inevitable  that  someday,  the 
Sulzbergers  would  decide 
they’d  want  to  manage  the  Globe! 

Financial  analysts  view  the  fir¬ 
ing  as  an  indication  that  the  Times 
Co.,  after  a  period  of  sensitivity  to  the 
Globe's  former  owners,  is  now  putting 
investors  first  by  replacing  the  top  executive. 

“Whenever  you  have  a  problem  with 
operating  results,  there’s  a  temptation  to 
bring  in  someone  else,”  says  Merrill 
Lynch’s  Lauren  Rich  Fine.  It’s  unclear  if 
the  Globe's  problems  lay  with  market  con- 


Richard  H.  Gilman 


ditions  or  Taylor’s  management,  she  adds. 

Others  take  a  different  view.  “It  was  not 
expected  here,”  says  Globe  editor  Matthew 
V.  Storin.  “It’s  very  easy  to  say  that  was 
part  of  the  plan.  The  guy  couldn’t  function 
as  publisher  if  people  thought  he 
wasn’t  going  to  be  here.” 

Some  say  a  personality  clash 
between  Taylor  and  the  Times 
Co.  corporate  culture  played 
a  role. 

Taylor  will  remain  chairman  of 
the  board  of  the  Globe  Newspaper 
Co.  He  started  at  the  Globe  in 
1972  as  a  general-assignment 
reporter  and  moved  up  through 
the  editorial  management  ranks, 
becoming  publisher  in  1997. 

Gilman,  48,  spent  the  past  15  years  on 
the  business  side.  He  oversaw  the  largest 
circulation  growth  since  1992,  the  transi¬ 
tion  to  the  Times'  new  production  plant  in 
Queens,  N.Y.,  and  introduction  of  color 
printing  at  the  daily.  He  was  named  to  his 
last  position  in  1993  and  added  responsibil¬ 
ity  for  circulation  in  1998.  ■§ 


AdOne  gets  six  new  ewners 

Belo,  Media  General,  others  take  equity  positions 


by  Carl  Sullivan 

AdOne  LLC  of  New  York  has  six  new 
major  newspaper  company  investors 
that  have  agreed  to  take  equity  posi¬ 
tions.  This  brings  the  online  classifieds 
company’s  backers  to  a  total  of  1 1  of  the 
newspaper  industry’s  largest  concerns. 

The  new  investors  are  A.H.  Belo  Corp., 
Journal  Register  Co.,  Lee  Enterprises  Inc., 
Media  General  Inc.,  Morris  Communi¬ 
cations  Corp.,  and  Pulitizer  Inc.  The  exist¬ 
ing  investors/owners  are  Advance 
Publications,  Donrey  Media  Group,  Hearst 
Corp.,  MediaNews  Group,  and  E.W. 
Scripps  Co.,  which  collectively  acquired 
AdOne  in  January  as  equity  partners. 

AdOne  runs  ClassifiedWarehouse.com, 
an  aggregator  of  newspaper  classified  ads 
on  the  Web.  The  company  claims  to  be  the 
largest  network  of  employment,  automo¬ 
tive,  and  real  estate  online  classifieds. 
Currently,  over  half  a  million  ads  run  on  the 
network  each  day. 

AdOne  is  also  the  premier  classifieds 
partner  to  Lycos,  which  gives  newspaper 
classifieds  increased  visibility.  The  com¬ 
bined  Web  properties  of  Lycos  are  among 
the  most  visited  sites  on  the  Web. 

“AdOne  is  becoming  a  real  powerhouse 
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in  online  classifieds,”  says  Peter  M. 
Zollman,  a  consultant  with  Advanced 
Interactive  Media  Group. 

Brendan  Bums,  AdOne  president  and 
CEO,  says  the  deal  brings  significant  finan¬ 
cial  and  promotional  resources  to  the  com¬ 
pany.  “The  partners  have  collectively  agreed 
to  very  large  promotion  commitments  in 
this  deal,”  he  says.  The  new  investors  will 
increase  AdOne ’s  circulation  in  the  top  10 
U.S.  markets  to  more  than  7  million,  and  in 
the  top  200  markets  to  nearly  24  million,  the 
company  says. 

Among  larger  newspapers,  the  an¬ 
nouncement  increases  AdOne ’s  strength 
against  Classified  Ventures  Inc.  of  Chicago, 
which  has  the  backing  of  eight  large  media 
companies,  including  Gannett  Co.  Inc.  and 
Knight  Ridder.  “AdOne  and  AdQuest3D  [a 
competitor  offered  by  PowerAdz.com  of 
Rensselaer,  N.Y.]  have  proven  they  can  get 
newspapers  online  quickly,  while  Classified 
Ventures  is  languishing,  struggling  to 
launch  its  affiliates,”  Zollman  says. 

Bums  emphasizes  that  the  new  investors 
make  AdOne  and  its  newspaper  partners  a 
much  more  formidable  opponent  against 
non-newspaper  classified  concerns  like 
Yahoo!,  Classifieds2000,  and  vertical  sites 
like  CarPoint  and  Monster.com. 

www.mediainfo.com 


Death  tax 
nears  death 

By  Joe  Strupp 

Legislation  to  dump  the  federal  estate 
tax  —  a  hindrance  to  family-owned 
businesses,  including  newspapers,  for 
years  —  received  approval  July  14  from  a 
key  U.S.  House  of  Representatives  commit¬ 
tee,  setting  the  stage  for  a  full  floor  vote 
later  this  month. 

While  supporters  cheered  the  approval  as 
a  positive  step  toward  rep)ealing  the  83-year- 
old  tax,  they  admit  the  bill  has  a  long  way  to 
go  in  Congress,  where  more  popular  tax 
cuts  are  up  for  passage.  President  Clinton 
also  has  vowed  to  veto  the  proposal. 

Still,  the  recent  vote  by  the  House  Ways 
and  Means  Committee  to  approve  $864  bil¬ 
lion  in  tax  cuts  over  10  years,  including  a 
phase-out  of  the  estate  tax,  gives  hope  to  the 
proposal’s  backers. 

“Americans  work  hard  all  their  [lives] 
building  a  family  business,”  says  Rep. 
Jennifer  Dunn.  R-Wash.,  who  sponsored  the 
bill  with  Rep.  John  Tanner,  D-Tenn.  “But 
when  they  die,  the  federal  government  can 
take  more  than  half  of  all  their  savings.” 

The  proposed  repeal  of  the  estate  tax, 
also  known  as  the  death  tax,  would  reduce 
the  burden  incrementally  beginning  in 
2001  until  it  is  repealed  by  2009.  Right 
now,  the  death  tax  is  levied  on  inheri¬ 
tances  at  rates  ranging  from  1 8%  to  55%, 
with  an  exemption  for  the  first  $625,000. 

Dunn  spokeswoman  Kara  Kennedy  says 
committee  approval  is  only  the  first  step 
toward  a  repeal,  which  would  eventually 
need  full  House  and  Senate  support,  and  the 
signature  of  a  reluctant  Clinton. 

“The  president  has  put  up  threats,  but  we 
won’t  know  what  happens  with  him  until 
we  see  it,”  Kennedy  says.  Currently,  the 
proposal  has  222  co-sponsors  in  the  House. 

Begun  in  1916  to  raise  money  for  World 
War  1  needs,  the  death  tax  has  been  a  long¬ 
time  thorn  in  the  side  of  family  newspaper 
owners,  many  of  whom  have  been  forced  to 
sell  rather  than  pass  on  the  family  business 
to  heirs  who  would  be  forced  to  pay  the  tax. 

Several  family-owned  newspaper  pub¬ 
lishers  —  led  by  Frank  Blethen,  publisher 
of  The  Seattle  Times,  and  the  Newspaper 
Association  of  America  —  have  spent  years 
lobbying  for  the  repeal,  stepping  up  their 
efforts  in  recent  months. 

The  group  also  has  a  Web  site  at 
http://www.deathtax.com,  which  urges  citi¬ 
zens  to  lobby  for  a  repeal. 


NbWS 

BPI  to  buy  E&P  Co. 


by  Lucia  Moses  and  Steve  Yahn 

New  York-ba.sed  Editor  &  Publisher 
Co.,  at  the  1 15-year  mark  of  its  run 
as  the  bible  of  the  newspaper  indus¬ 
try,  reached  an  agreement  in  principle  to 
sell  the  company  to  BPI  Communications, 
Inc.  of  New  York. 

Terms  of  the  sale,  which  was  handled  by 
New  York  media  investment  banker 
Veronis,  Suhler  &  Associates,  were  not  dis¬ 
closed.  The  sale  is  expected  to  be  complet¬ 
ed  in  the  next  few  weeks. 

BPI  Communications,  a  subsidiary  of 
VNU-USA.  plans  to  add  the  E(S?P  opera¬ 
tion  to  its  Adweek  Magazines  group. 
Adweek  Magazines  publishes  Adweek, 
Brandweek,  Mediaweek,  and  MC  maga¬ 
zines  and  is  also  engaged  in  directories, 
conferences  and  online  businesses. 

“As  the  leading  magazine  in  its  field. 
E&P  is  a  perfect  complement  to  our  media 
group,”  says  John  Babcock  Jr.,  pres¬ 
ident/CEO  of  BPI  Communications,  in  dis¬ 
cussing  the  role  of  the  weekly  print  version 
of  Editor  &  Publisher  magazine. 

The  Editor  &  Publisher  Co.  also 
includes:  Mediainfo.com,  a  six-times-a- 
year  supplement  to  E&P  that  covers 
issues  facing  new  media  professionals  at 
newspapers,  radio  and  television  stations 
and  other  media  companies  using  digital 
means  to  serve  readers  and  advertisers; 
Free  Paper  Publisher,  a  monthly  maga¬ 
zine  reporting  news  about  and  issues  per¬ 
tinent  to  free  community  newspapers  and 
shoppers;  the  highly  regarded  Year  Book 
series  of  annuals  that  compile  relevant 
contact,  rate,  and  circulation  data  on 
newspapers  throughout  the  U.S.  and 
Canada.  In  addition,  E6fP  has  both  online 
and  conference  operations. 

Mark  Dacey,  president  of  the  BPI 
Adweek  Magazines  group,  says  he  expects 
to  expand  E(@'P’.s  businesses  by  increasing 
promotion  of  its  core  products,  building 
sales,  and  expanding  its  conference  and 
online  presence. 

“It’s  marketing,  marketing,  marketing,” 
Dacey  tells  E&P.  “We  believe  the  franchise 
is  strong,  the  businesses  are  strong,  and 
they  also  have  good  opportunities  for 
growth.” 

D.  Colin  Phillips,  publisher  of  E&P, 
says;  “I’ve  known  the  [BPI]  management 
team  for  a  number  of  years,  and  we’ve  been 
watching  how  they  performed  in  competing 


with  Advertising  Age.  We  feel  very  com¬ 
fortable  with  the  fit.” 

Phillips  says  he  and  his  brother,  co-pub¬ 
lisher  Christopher  Phillips,  began  evaluat¬ 
ing  their  options  at  the  end  of  last  year.  He 
says  the  company  reached  a  point  where 
limited  finances  kept  it  from  reaching  its 
potential. 

“It  becomes  difficult  if  your  backbone  is 
supported  by  one  magazine,”  he  says.  “You 
need  a  larger  newsroom,  technology 
department,  and  corporate  infrastructure 
to  grow  and  compete  effectively  given 
the  new  24/7  news  environment  we’re 
entering.” 

Although  no  decisions  have  been  made 
about  staffing,  D.  Colin  Phillips  says  BPI 
told  him  it  would  retain  most  of  the  staff. 

Other  subsidiaries  of  VNU-USA.  which 
is  owned  by  the  giant  Dutch  media  compa¬ 
ny  VNU  N.V.,  are;  VNU  Marketing 
Information  Services;  Bill  Commun¬ 
ications;  and  SRDS.  BPI  publications  pro¬ 
vide  specialized  publications,  electronical¬ 
ly  delivered  data  and  marketing  services  to 
the  entertainment,  media,  marketing,  arts 
and  design  business,  and  consumer  com¬ 
munities.  BPI  publi.shes  23  magazines, 
including  Billboard,  Shoot,  The  Hollywood 
Reporter,  Architecture,  Interiors,  and 
American  Artist. 

E&P's  history  dates  back  to  1884,  when 
The  Journalist,  a  weekly,  was  founded. 
Editor  &  Publisher  was  founded  in  1901 
and  merged  with  The  Journalist  in  1907. 
James  Wright  Brown  bought  controlling 
stock  in  EiS'P  in  1912. 

The  company  remained  in  the  Brown 
family  until  the  present.  Robert  U.  Brown, 
son  of  the  founder,  became  editor  of  the 
publication  in  1944  and  later  added  the 
titles  of  publisher  and  company  president. 
He  currently  serves  as  president  and  editor 
emeritus,  having  given  up  active  manage¬ 
ment  responsibilities  in  1996. 

“After  65  years,  1  get  a  little  emotional 
about  it,”  Brown  recalls  while  sitting  in  his 
office,  adorned  with  photos,  awards  and 
momentos  of  his  years  with  the  magazine. 
“It  was  a  perfect  case  of  nepotism.  1  was 
raised  in  this  business.” 

Like  publishing  in  general,  the  trade 
publishing  industry  has  been  rapidly  con¬ 
solidating  in  the  pa.st  few  years,  driven  by 
the  low  cost  of  capital  and  high  prices  paid 
for  magazines,  says  Scott  Peters,  managing 
director  for  The  Jordan.  Edmiston  Group. 
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Inc.,  a  consulting  firm  to  the  publishing  j 
industry. 

A  frequent  strategy,  say  industry  ana-  j 
lysts,  has  been  to  buy  trade  magazines,  | 
trade  shows,  and  other  services  in  the  same  ' 
industry  and  save  money  by  consolidating  i 
back-office  operations. 

“They  [£(5??]  probably  realize  there  are  i 
great  multiples  out  there,  and  there’s  pres-  i 
sure  to  sell,”  says  Peters,  noting  that  it’s  dif¬ 
ficult  for  smaller,  independent  publishing 
companies  to  survive  when  faced  with  big, 
well-capitalized  competitors. 

Over  the  years,  suitors  have  made  offers 
to  buy  the  company,  but  were  turned  down 
by  Robert  U.  Brown. 

Like  other  industry  trade  magazines,  i 
E&P  has  been  losing  circulation.  In  I 
December  1998,  total  circulation  was  \ 
21,237,  down  4.8%  over  the  pa.st  four  | 
years.  During  the  same  period.  Ad-  \ 
vert i sing  Age  lost  9%,  Fo/io  lost  20%,  and  | 
Columbia  Journalism  Review  gained  | 
10.6%  according  to  the  Audit  Bureau  of  [ 
Circulations.  In  recent  years,  E(S?P  has  j 
grown  revenues  by  expanding  its  confer-  | 
ences  and  titles. 


BPI 

Communications  Inc. 

•  Publications:  26  magazines 

•  Directories:  33  annuals 

•  Computer  Information  services:  7 

•  Book  publishing  division 

•  Web  Site:  vwvw.bpicomm.com 

BPI  was  bought  in  1994  by 
Netherlands-based  VNU  N.V.,  a  leading 
European  publisher  of  consumer  and 
trade  titles  that  also  produces  trade 
shows  and  conferences. 

Its  U.S.  subsidiary,  VNU-USA,  which 
BPI  belongs  to,  had  sales  of  $677  mil¬ 
lion  in  1998  and  employed  4,500  peo¬ 
ple  in  1997. 

•  Headquarters:  New  York 

•  Employees:  900,  of  that  The  Ad- 
week  Magazines  group  employs  1 57 

•  Annual  Revenues:  $200  million. 


The  Editor  & 
Publisher  Co. 


•  Publications: 


Editor  &  Publisher 
Mediainfo.com 
Free  Paper  Publisher 


•  Web  Site:  Editor  &  Publisher 
Interactive,  www.mediainfo.com 

•  Directories:  E&P  International 
Year  Book 

E&P  Market  and  Buyer’s  Guide 
E&P  Syndicate  Directory, 

E&P  Journalism  Awards  and 
Fellowships, 

Free  Paper  Publisher  Community 
Publications  Year  Book 

•  Conferences:  interactive 
Newspapers  Conference  and  Trade 
Show  and  Online  Classifieds 
Symposium  and  Trade  Show,  and 
cosponsors  several  conferences. 

•  Headquarters:  New  York 

•  Employees:  70 


Heady  newspaper  days 

Editor  &  Publisher  formed  in  time  of  great  turmoil 


by  Mark  Fitzgerald 

The  magazine  that  became  Editor  & 
Publisher  was  launched  at  a  time  of 
tremendous  upheaval  among  news¬ 
papers  —  and  it  quickly  set  a  1 1 5-year  pat¬ 
tern  of  wrestling  with  the  forces  that  would 
silence  or  sensationalize  the  press. 

“We  hope  to  make  The  Journalist  bright, 
without  being  nasty,  aggressive  and  yet  not 
scurrilous;  dignified  but  not  ‘tame,’” 
declared  C.J.  Byrne  and  Leander  Cum¬ 
mings  on  March  22,  1884,  in  the  first  edi¬ 
torial  of  the  weekly.  “If  we  find  wrongs  to 
be  righted  in  our  profession,  shams  to  be 
exposed,  petty  tyrants  to  be  subdued,  we 
shall  cheerfully  undertake  the  work.” 

There  would  be  much  work.  Newspaper 
giants  such  as  Joseph  Pulitzer,  E.W. 
Scripps,  Harrison  Gray  Otis,  and  William 
Randolph  Hearst  were  making  papers  that 
were  cheap,  popular  and  crusading.  At  the 
same  time,  many  newspapers  were  notori¬ 
ously  unreliable,  both  in  news  —  as  the 
Yellow  Press  moniker  attests  —  and  in  their 
advertising  and  circulation  practices. 


Credibility  in  news  and  business  was  a 
message  James  Wright  Brown  would  preach 
from  the  moment  he  bought  E(S’P  in  April, 
1912  until  his  death  in  1959  at  the  age  of  85. 

To  the  fury  of  many  publishers,  James 
Wright  Brown  immediately  began  editori¬ 
alizing  for  passage  of  the  so-called  Bourne 
Law  that  requires  periodicals  to  state  own¬ 
ership  and  circulation  to  qualify  for  sec¬ 
ond-class  postage  rates.  In  1922,  Brown 
helped  create  the  first  credible  newspaper 
auditing  organization,  the  Audit  Bureau 
of  Circulations.  E&P  is  a  charter  member 
of  ABC. 

James  Wright  Brown’s  vision  for  E&P 
was  a  weekly  that  would  cover  all  aspects  of 
the  newspaper  industry.  With  the  launching 
of  the  “Editor  &  Publisher  International  Year 
Book”  in  1921,  he  created  the  first  system¬ 
atic  directory  of  U.S.  newspapers  including 
mechanical  requirements  and  linage  tabula¬ 
tions.  In  quick  succession,  E6fP  bought 
Newspaperdom,  a  monthly  that  specialized 
in  technical  articles,  and  The  Fourth  Estate,  a 
news-oriented  industry  publication. 

James  Wright  Brown  also  had  an  intense 
interest  in  Latin  American  press  freedom 
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that  was  taken  up  enthusiastically  by  his  son 
Robert  U.  Brown.  In  1945,  about  a  year  after 
he  became  editor,  Robert  U.  Brown  and  five 
other  journalists,  meeting  at  Barbetta’s 
restaurant  in  New  York  City,  created  the 
Inter-American  Press  Association.  lAPA  has 
grown  into  one  of  the  most  respected  and 
influential  defenders  of  press  freedom  in  this 
hemisphere.  Grandson  D.  Colin  Phillips  also 
is  an  enthusiastic  supporter  of  the  lAPA  and 
will  continue  to  serve  on  the  group’s  board. 

Robert  U.  Brown  led  E&P  into  an  era 
in  which  public  scrutiny  by  the  media  was 
increasingly  matched  with  public  scrutiny 
of  the  media.  From  the  Cold  War  to 
Watergate  to  O.J.  Simpson,  his  crisp  edi¬ 
torials  week  after  week  brought  the  indus¬ 
try’s  focus  back  from  the  fads  and  pas¬ 
sions  to  the  enduring  values  of  a  free  press 
practiced  openly  and  responsibly. 

Robert  U.  Brown  ceded  day-to-day  con¬ 
trol  of  E6fP  in  1996  to  a  new  generation  of 
the  family,  the  current  co-publishers  D.  Colin 
Phillips  and  Chris  Phillips.  They  took  the 
magazine  aggressively  into  the  Internet  age, 
both  in  print  and  cyberspace  with  the  Web 
site  at  www.mediainfo.com  as  well  as  the  bi¬ 
monthly  publication  Mediainfo.com.  Like 
their  great-grandfather  James  Wright  Brown, 
the  Phillips  brothers  expanded  by  acquisi¬ 
tion,  buying  the  niche  publication  Free  Paper 
Publisher.  After  many  years  as  a  co-sponsor. 
Editor  &  Publisher  Co.  also  bought  the 
Interactive  Newspaper  conferences. 
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Indianapolis’  sad  News 

Central  Newspapers  Inc.  to  pull  the  plug  Oct.  1 


by  Lucia  Moses 

Staffers  at  The  Indianapolis  Star  and 
News  breathed  a  sad  sigh  of  relief 
last  week.  Executives  announced 
what  had  been  a  long  time  coming:  the 
evening  News,  after  years  of  hemorrhaging 
circulation,  is  closing.  The  move 
reflects  readers’  increasing  prefer¬ 
ence  for  a  morning  paper  and  mir¬ 
rors  a  pattern  of  dwindling  p.m. 
papers  nationwide. 

StarINews  president  and  publish¬ 
er  Dale  Duncan  says  he  hopes  the 
announcement  will  end  staffers’ 
uncertainty  about  the  News'  future. 

He  says  a  commemorative  edition  is 
planned  for  the  last  day  of  publica¬ 
tion,  Oct.  1. 

“I  never  expected  to  be  involved 
in  the  closing  of  a  newspaper,” 
Duncan  says.  “It’s  sad,  because  it 
has  been  in  business  1 30  years,  at  one  time 
the  biggest  paper  in  town.” 

Those  days  are  long  over.  Average  daily 
circulation  for  the  News  has  fallen  to  33,175, 
or  about  12%  of  the  StarINews'  overall  cir¬ 
culations,  down  from  1 1 1,000  a  decade  ago. 
Advertising  is  sold  as  a  package  in  both 
papers  and  can’t  be  broken  down,  but  circu¬ 


lation  revenues  at  the  News  skidded  13.4% 
in  1998,  while  its  sister  paper  gained  0.8%. 

Duncan  and  executive  editor  Frank 
Caperton  say  fewer  stay-at-home  moms 
and  blue-collar  workers  on  night  shifts, 
plus  the  morning  paper’s  ability  to  deliver 
its  edition  earlier  and  the  growing  influence 


of  evening  TV  news,  contributed  to  the 
decline. 

"It  is  a  sad  day,”  Caperton  says.  “We 
made  a  valiant  eflbrt  to  swim  against  the 
tides  of  history.” 

The  supply  of  afternoon  papers  has  been 
drying  up  as  papers  have  converted  to  the 
morning  cycle,  and  Central  Newspapers 


lnc. ,  parent  of  the  Star/News,  is  no  stranger 
to  the  trend.  In  1997,  it  shuttered  the  after¬ 
noon  Phoenix  Gazette  after  circulation 
dropped  below  10%  of  the  market  and 
merged  its  staff  with  that  of  The  Arizona 
Republic,  its  other  morning-cycle  flagship. 
In  1996,  the  company  m.erged  its  Muncie, 

lnd. ,  Star  and  Evening  Press  when  the  latter 
had  30%  of  their  combined  circulation. 

The  News  closing  will  result  in  the  loss 
of  about  20  newsroom  positions,  mainly 
through  severance  offers  to  staffers  with 
20-plus  years,  and  12  transportation  jobs. 

Other  areas  will  see  shift 
reductions.  Some  people  will 
fill  about  eight  newsroom 
slots  that  were  intentionally 
left  open. 

Central,  headquartered  in 
Phoenix,  expects  to  take  a 
one-time,  pretax  charge  of 
about  $  1 .25  million,  or  2  cents 
per  share,  in  the  third  quarter, 
while  saving  $3  million  to 
$3.5  million  a  year  after  the 
closing.  Central’s  stock  closed 
at  42 '/2,  up  V4,  the  day  after 
the  announcement. 

John  Miller,  analyst  with  Ariel  Capital 
Management  in  Chicago,  a  money-man¬ 
agement  finn  that  holds  10.2%  of  Central’s 
stock,  says  that,  from  an  investor’s  stand¬ 
point,  he  applauds  the  decision  to  close  the 
News.  “There  aren’t  too  many  afternoon 
papers,  and  circulation  has  been  down  at  an 
alarming  rate.  This  is  a  very  smart  manage¬ 
ment  team,  and  they  realized  the  economics 
of  the  afternoon  paper  were  no  longer 
attractive.” 

Management  gathered  employees  the 
morning  of  July  13  to  break  the  news. 
Staffers,  many  of  whom  were  resigned  to  the 
eventual  closing,  said  they  were  heavy-heart¬ 
ed,  but  not  surprised. 

“I  feel  sad  for  the  industry  as  a  whole,” 
says  Welton  W.  Harris,  who  wrote  for  the 
News  for  most  of  his  30-year  career  at  the 
papers.  “P.m.  papers  across  the  country,  like 
the  pas.senger  pigeon,  are  Just  disappearing.” 

Founded  in  1 869,  the  News  became  part 
of  Eugene  C.  Pulliam’s  Central  News¬ 
papers  in  1948.  The  News  moved  into  the 
Star's  building  in  1949,  but  the  two  com¬ 
peted  fiercely  with  separate  staffs  until 
1995.  The  staffs  then  merged,  although  the 
News  maintained  an  independent  editorial 
page  and  separate  copy  desk.  On  Saturdays, 
readers  get  a  joint  edition  with  both  editor¬ 
ial  pages;  only  the  Star  publishes  Sundays. 

Caperton  says  the  News  editorial  page 
will  be  discontinued  and  the  Star  will  pick 
up  some  features  from  the  News. 
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I  Worry  that  ad  reps  are  ad  takers,  not  sellers? 

We  can  help. 

I  Sales  reps  balk  at  selling  niches,  ROP,  the  TV 
book,  single  sheets,  the  website  and  inserts? 
Manager  coaching,  rep  training,  special  incenting 
work  together  to  drive  multiple  product  sales. 
We'll  show  you  how. 

■  Finding  your  advertiser  new  business  chum 
becoming  as  worrisome  as  circulation  chum? 

We  can  help. 

I  Are  you  planning  to  budget  for  sales  manager  and 
sales  rep  training  in  2000?  Or  talk  about  it  another 
year?  Consider  PC&A's  Sales  Training 
Academy^*'*. 
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Nearly  44  million  readers  recently  learned  how  to  add  an  hour  to  their  days  by 
making  a  few,  simple  changes,  such  as  buying  only  black  socks.  Every  week, 
USA  WEEKEND  provides  a  fresh  perspective  on  today's  most  talked-about  issues, 
people  and  events.  Take  a  closer  look  at  our  new,  re-styled  pages  and  see  for 
yourself  why  we're  the  nation's  fastest-growing  newspaper  magazine. 
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Pulliam  died  in  1975,  but  observers  have 
said  his  heirs,  who  control  the  paper,  were 
attached  to  the  News.  For  that  reason,  there 
was  a  strong  feeling  that  Central  wouldn’t 
pull  the  plug  as  long  as  Eugene  S.  Pulliam, 
longtime  publisher  of  the  papers,  was  alive. 

Over  the  years,  there  were  attempts  to 
resuscitate  the  ailing  patient.  But  that  ended 
with  the  1995  merger,  and  the  News 
stopped  offering  subscriber  discounts  last 
year.  When  Pulliam  died  in  January, 
staffers  suspected  it  was  just  a  matter  of 
time  before  the  p.m.  went  to  its  final  resting 
place. 

“It’s  been  on  life  support  for  a  long 
time,”  says  Marc  Allan,  president  of  Local 
70  of  the  Communications  Workers  of 
America/Newspaper  Guild,  one  of  several 
unions  at  the  Star/NeH’s.  “I  imagine  there’s 
some  relief  that  it’s  finally  over.” 

And  while  many  saw  the  closing  as 
inevitable,  Allan  says  he  thought  the  Ne\i’s 
might  have  had  a  shot  if  it  changed  to  a 
tabloid  format,  while  Harris  wondered  if 
moving  the  printing  press  out  of  downtown 
would  have  helped  the  evening  edition 
deliver  earlier.  Duncan  says  the  StarINews 


is  evaluating  a  plan  to  move  the  presses 
from  downtown  to  a  site  on  the  north  side 
of  town. 

Meanwhile,  the  Star  is  eking  out  small 
circulation  gains,  and  recently  added 
design,  health,  and  faith  sections  in  hopes 
of  continuing  the  growth.  News  subscribers 
will  receive  the  Star  after  Oct.  1,  and  the 
Star  will  likely  offer  circulation  incentives, 
acknowledging  continued  loyalty  to  the 
NeH’s,  Duncan  says. 

For  some  readers,  while  they  may  be  a 
minority,  losing  the  evening  edition  will 
come  hard.  Says  longtime  reader  Sallie  E. 
Gould,  74,  “The  News  always  seemed  to 
have  a  little  higher  tone  to  it,  and  the 
columns  were  a  little  more  interesting. 
They  went  into  things  more  thoroughly,  it 
seemed.” 

Gould  doubts  she’ll  rush  to  buy  the 
morning  paper.  “The  only  reason  would  be 
for  obits.  I  think  I’ll  have  a  Chicago 
Tribune  delivered,  and  probably  The  New 
York  Times  on  the  weekend.  She  pauses, 
then  adds,  “My  son  lives  across  the  street. 
Maybe  I’ll  just  have  him  bring  his  over 
after  work.” 


Carlos  Ramirez 
of  El  Diario  dies 

Carlos  D.  Ramirez,  52,  pub!i.sher  of 
the  Spanish-language  newspapers  El 
DiariolLa  Prensa.  died  July  1 1  of  pan¬ 
creatic  cancer  at  a  hospital  in 
Manhattan. 

Mr.  Ramirez,  who  began  working  at 
the  Gannett  Co.  newspaper  in  1981, 
later  created  El  Diario  Associates,  a 
partnership  which  purchased  El 
DiariolLa  Prensa  from  Garnett  for  $20 
million  in  1989. 

The  seven-day-a-week  paper,  with  a 
current  circulation  of  68.000  in  New 
York  City,  turned  into  a  profitable  ven¬ 
ture  under  the  leadership  of  Mr. 
Ramirez.  Journalistic  standards  also 
improved  which  was  noted  by  several 
awards  the  paper  received  as  Best 
Hispanic  Daily  awarded  by  the  National 
Hispanic  Publishers  Association  in 
Washington. 

Mr.  Ramirez  often  said  that  the  pur¬ 
chase  of  El  DiariolLa  Prensa  was  his 
way  of  paying  tribute  to  his  parents  and 
his  heritage  and  fulfilling  a  dream  to 
give  something  back  to  his  community. 

Report:  Gannett 
to  sell  cable  biz 

Gannett  Co.  is  mum  on  a  report  that 
its  Multimedia  Cablevision  division  is 
for  sale.  Broadcasting  &  Cable  maga¬ 
zine  reported  that  Gannett  is  in  talks 
with  several  cable  companies,  includ¬ 
ing  Cox  Communications  Inc., 
Comcast  Corp.,  and  Adelphia 
Communications  Corp.,  to  sell 
Multimedia,  which  has  500,000  sub¬ 
scribers  in  Kansas,  Oklahoma,  and 
North  Carolina. 

Thank  God  it’s 
a  Friday  edition 

Responding  to  reader  and  advertiser 
requests.  Journal  Register  Co.  will 
launch  six  new  Friday  editions  of  its 
Suburban  Journals  in  St.  Louis,  start¬ 
ing  Aug.  13.  The  new  editions  will 
increase  the  frequency  of  the  twice- 
weekly  papers  to  three  times  a  week. 
They  will  increase  the  total  weekly  dis¬ 
tribution  of  the  38  Suburban  Journals 
from  1.6  million  to  almost  1.7  million, 
the  company  says. 
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Financial  Writers  and  Editors  Awards 

For  the  12  months  ending  June  30 

Sponsored  by  Northwestern  University’s  Medill  School  of  Journalism  and 
Strong  Capital  Management  Inc. 

$2,500  to  the  winner  in  each  category: 

— Best  financial  columnist  (submit  3  columns),  Midwestern  journalist  for  daily, 
weekly  or  monthly. 

— Best  overall  coverage  of  news  for  the  investor  by  a  daily  or  weekly  Midwestern 
news  organization.  Submit  four  May  editions  of  the  entire  business  section  or  news 
magazine. 

— Best  spot  news,  by  a  Midwestern  journalist  on  a  daily,  on  a  personal  finance  topic 
affecting  investors. 

— Best  feature  on  a  personal  finance  topic  affecting  investors,  by  a  Midwestern 
journalist  for  a  daily,  weekly,  or  monthly. 

— Best  general  markets  coverage  that  helps  investors  understand  the  stock,  bond 
or  other  financial  markets.  This  award  goes  to  a  Midwestern  journalist  writing  for  the 
daily  press. 

— Best  profile  of  a  publicly  traded  Midwestern  company  that  offers  useful 
information  for  investors.  This  award  goes  to  a  Midwestern  journalist  working  for 
the  daily,  weekly,  or  monthly  press. 

— Best  broadcast  feature  or  broadcast  series  useful  to  investors.  Midwestern  or 
national. 

— Best  feature  on  a  personal  finance  topic  affecting  investors.  This  award  goes  to  a 
journalist  writing  for  the  daily,  weekly,  or  monthly  press.  Midwestern  or  national. 
Deadline  is  July  31.  No  charge  to  submit  entries.  To  enter,  submit  an  original  and 
one  copy  to  George  Harmon,  Northwestern  University,  Evanston,  Ill.  60208. 
Attention:  Medill/Strong  Funds  Awards.  (847)  491-5661.  Web  products  are 
eligible.  Awards  will  be  announced  at  the  Midwest  Financial  Writers  and  Editors 
Conference  on  Oct.  12,  at  Strong’s  headquarters  in  Milwaukee. 
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regime  in  North  ivorea  cotridiife  against  the  nei^. 
boring  countries.  Beijing  reacted  angrily  to  reports 
the  Pentagon  was  considering  allowing  Taiwaa^^ 
cess  to  upgraded  Fatriot  missiles,  which  would 
deployed  under  flie  TMD.  The  Beijing  government 
regards  Taiwan  as  a  renegade  province  and  has  threat- 
ened  to  recover  it  by  force.  A  Pentagon  report  th^ 
month  said  “China  is  engaged  in  an  intense  buii*^^ 


'f  ballistic  and  missile  forces  ,» 


-uj  gii 


renegade  \re-ni-gacl\  n:  one  who  has  deserted  a  cause, 
principle  or  allegiance  for  a  hostile  one. 

Thorough  Journalists  Do  Not  Rely  on  Misleading  Characterizations 

What  is  inept  about  explaining  Beijing’s  actions  toward  Taiwan  by  saying,  “Beijing  considers 
Taiwan  a  renegade  province”? 

It  perpetuates  a  historical  fallacy  that  hinders  understanding  of  a  complex  current  issue  instead 
of  clearly  and  accurately  reporting  the  facts  behind  today’s  news: 

•  Fact:  The  Republic  of  China  was  founded  in  1912  after  the  collapse  of  the  Ch’ing 
dynasty,  which  ceded  Taiwan  to  Japan  in  1895.  Japan  then  surrendered  Taiwan  to 
the  ROC  in  1945. 

•  Fact:  The  ROC  government  has  exercised  sole  jurisdiction  over  Taiwan  since  1945. 

Four  years  later,  it  lost  control  of  the  mainland,  and  the  People’s  Republic  of  China 
was  proclaimed. 

•  Fact:  The  ROC  government  relocated  to  the  remaining  territory  under  its 
jurisdiction — the  Taiwan  Area  in  1949.  Beijing  has  threatened  to  take  Taiwan  by 
force  but  has  never  succeeded. 

So  who  should  be  calling  whom  the  “renegade”?  The  authorities  in  Beijing — not  Taipei — divided 
China  in  1949,  and  nothing  has  changed  since. 

Uncritically  quoting  the  use  of  an  incongruous  label  such  as  “renegade  province”  to  describe 
Taiwan  glosses  over  failure  to  articulate  the  crucial  complexities  of  the  issue. 

Clarify  the  story  by  saying,  “Beijing  wants  to  bring  Taiwan  under  its  rule.”  It  is  clear,  succinct 
and  accurate.  Isn’t  that  the  essence  of  balanced  and  objective  coverage? 


For  further  information,  contact: 

Taipei  Economic  and  Cultural  Office  in  New  York 
Tel:  (212)  373-1800  http://www.taipei.org 
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S.F.  fond  of  ifs  two  papors 

Pols  plan  to  keep  Chronicle  and  Examiner  alive  and  well 


By  Marilee  Strong 

San  Francisco  officials  are  looking 
into  any  and  all  legal  remedies  they 
may  have  to  try  to  ensure  their  city 
remains  a  two-newspaper  town  in  light  of 
the  potential  sale  of  the  San  Francisco 
Chronicle,  which  could  mean  initiating 
their  own  lawsuit  or  actively  lobbying  the 
state  and  federal  governments  to  rigorously 
enforce  antitrust  laws. 

The  family  owners  of  the  city’s  133-year- 
old  flagship  daily  put  the  paper  up  for  sale 
June  16,  along  with  their  other  media  hold¬ 
ings,  which  include  two  newspapers  in 
Bloomington,  Ill.  and  Worcester,  Mass., 
several  TV  stations,  and  two  book-publish¬ 
ing  houses.  The  combined  assets  of  the 
Chronicle  Publishing  Co.  have  been  esti¬ 
mated  to  be  worth  $2  billion. 

Gannett  Co.  Inc.,  Times  Mirror  Co.,  and 
Knight  Bidder  are  among  the  formidable 
newspaper  chains  that  have  already  ex¬ 
pressed  interest  in  buying  the  Chronicle. 
But  because  the  morning  paper  is  locked 
into  a  joint  operating  agreement  (JOA)  with 
its  afternoon  rival,  the  Hearst  Corp.-owned 
San  Francisco  Examiner,  the  prevailing 
assumption  is  that  Hearst  will  buy  the 
Chronicle  and  eventually  merge  the  two. 
The  JOA,  struck  in  1965  and  in  effect 
through  2005,  would  not  only  require  a  new 
owner  to  share  all  revenues  and  expenses 
50-50  with  the  E.xaminer  —  likely  discour¬ 
aging  most  potential  buyers  —  it  also  gives 
Hearst  a  right  to  match  any  purchase  offer 
made  for  the  Chronicle. 

The  fear  the  city  may  lose  hundreds,  if 
not  thousands,  of  jobs  as  well  as  a  compet¬ 
ing  editorial  voice  prompted  Mark  Leno,  a 
member  of  the  city’s  governing  Board  of 
Supervisors,  to  hold  a  public  hearing  on  the 
potential  impact  of  the  sale  before  the  city’s 
finance  and  labor  committee.  Executives 
from  both  the  Chronicle  and  Examiner 
declined  to  participate,  telling  Leno  any  dis¬ 
cussion  of  their  plans  was  too  premature  — 
a  fact  that  angered  many  of  the  union  repre¬ 
sentatives,  media  watchdogs,  antitrust  attor¬ 
neys  and  other  newspaper  publishers  who 
did  speak  at  the  July  14  hearing. 

“The  executives  who  make  the  decisions 
are  not  here  —  that  is  the  kind  of  arrogance 
we’ve  been  dealing  with  since  1965,”  says 
Bruce  Brugmann,  editor  and  publisher  of 
the  San  Francisco  Bay  Guardian,  a  scrappy 
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weekly  that  unsuccessfully  challenged  the 
JOA  in  court  30  years  ago.  Both  Brugmann 
and  the  attorney  who  argued  his  lawsuit. 
University  of  California  at  Berkeley  law 
professor  Stephen  Barnett,  allege  that  the 
E.xaminer  is  bent  on  preventing  any  future 
competition  if  it  purchases  the  Chronicle, 
thus  violating  antitrust  laws. 

“Tim  White,  the  publisher  of  the 
E.xaminer,  is  quoted  in  this  morning’s 
Chronicle  as  saying  the  E.xaminer  would  not 
want  to  vacate  the  afternoon  slot  because  it 
would  invite  someone  to  fill  it,”  Barnett  told 
the  city’s  supervi.sors.  “That  is  a  blatant  state¬ 
ment  of  anti-competitiveness.”  Brugmann 
suggested  that  Hearst  would  keep  publishing 
an  afternoon  paper  after  the  sale  just  long 
enough  to  discourage  any  interlopers. 

Barnett  argued  that  under  the  Newspaper 
Preservation  Act  of  1970,  the  U.S.  Congress 
granted  the  newspaper  industry  certain 
exemptions  from  normal  antitrust  laws 
against  price  fixing  and  consolidation 
through  JOAs  only  to  save  newspapers  in 
imminent  danger  of  failure  and  thus  preserve 
competing  editorial  viewpoints. 

Accordingly,  Barnett  said,  if  Hearst  buys 
the  Chronicle,  it  cannot  kill  off  the 
Examiner  or  merge  the  two  papers  without 
first  showing  that  the  E.xaminer  has  no 
chance  of  survival.  To  prove  that  would 
require  putting  the  Examiner  up  for  sale  to 
see  if  anyone  would  be  willing  to  buy  it  and 
keep  it  alive,  he  says. 

“That  is  the  same  requirement  the  Justice 
Department  imposed  with  varying  degrees 
of  aggressiveness  in  Pittsburgh,  Miami,  and 
St.  Louis,”  Barnett  told  E&P  after  the  hear¬ 
ing.  “In  fact,  in  St.  Louis  in  1983,  the  [U.S.] 
Justice  Department  stepped  in  and  conduct¬ 
ed  the  auction  themselves.” 

The  question,  however,  is  just  how 
aggressively  the  federal  government  will 
enforce  its  own  antitrust  laws.  With  the 
Justice  Department  approving  the  recent 
merger  of  $48-billion  Tele-Communica¬ 
tions  Inc.  (TCI)  and  AT&T,  a  media  merger 
of  far  greater  magnitude  than  the  fate  of  two 
regional  newspapers,  and  ignoring  other 
giant  consolidations  in  industries  from  oil  to 
banking,  it  seems  unlikely  the  feds  will  take 
the  initiative  to  preserve  the  integrity  of  a 
newspaper  once  derisively  dubbed  “The 
Comical.”  So  speaker  after  speaker  urged 
the  city  to  take  up  the  initiative,  either  by 
pressuring  the  Justice  Department  or 


through  its  own  legal  action. 

Barnett  says  the  city  could  attempt  to 
block  such  a  sale  by  filing  suit  under  either 
federal  or  state  antitrust  laws.  Joseph  M. 
Alioto,  an  antitrust  attorney  and  son  of  for¬ 
mer  San  Francisco  Mayor  Joseph  L.  Alioto, 
urged  the  supervisors  to  have  the  city  attor¬ 
ney  prepare  a  suit  now  to  file  if  necessary 
under  the  Clayton  Act,  a  federal  anti-merg¬ 
er  statute,  which  allows  individuals  and 
government  entities  to  sue  for  threatened 
injury  or  damages. 

On  a  motion  by  Board  of  Supervisors 
President  Tom  Ammiano,  the  committee 
directed  the  city  attorney  to  investigate  all 
legal  options  and  to  report  back  to  them  as 
soon  as  possible  so  the  supervisors  can  take 
“aggressive  action.”  H 


Strong  is  a  San  Francisco-based 
free-lance  writer. 
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Jordanian 
journalist  beaten 

A  Jordanian  newspaper  reported  that 
one  of  its  journalists  was  severely  beaten 
July  13  after  receiving  threats  to  stop 
writing  against  government  policies,  UPI 
reports.  The  daily  al-Arah  al-Yawm, 
which  regularly  criticizes  the  govern¬ 
ment,  reported  that  Abdul  Hadi  Majali 
was  attacked  by  unknown  assailants  on 
his  way  home  from  the  paper. 

Azerbaijan’s  prez 
grants  amnesty 

Azerbaijan’s  president  gave  amnesty  to 
91  prison  inmates,  including  a  journal i.st 
convicted  for  writing  an  article  about  the 
government  opposition,  the  AP  reports. 
The  United  States  criticized  the  imprison¬ 
ment  of  Fuad  Gakhramanly  as  an  attempt 
to  quash  free  speech. 

Arresting  photo 

A  news  photographer  for  the  South 
Bend  (Ind.)  Tribune  and  The  Associated 
Press  was  charged  with  two  felonies  after 
taking  photos  of  the  family  of  a  slain 
police  officer,  the  AP  reports.  Joe 
Raymond  was  covering  the  sentencing 
hearing  for  the  officer’s  killer  and  took  pic¬ 
tures  of  the  family  while  officers  shielded 
them.  He  was  charged  with  two  felony 
counts  of  battery  to  police  officers. 
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USAToday  picks  vendor 

Online  archives  can  mean  big  business  for  papers 


by  Martha  L.  Stone 

US AToday.com ’s  recent  announce¬ 
ment  that  Infonautics  would  be¬ 
come  its  archive  host  spotlights  the 
future  high  stakes  of  the  archive  business 
for  the  hundreds  of  U.S.  newspapers  that 
have  posted  their  content  online  for  profit. 

More  than  200  newspapers,  large  and 
small,  post  their  archives  dating  back  two, 
five,  or  more  years,  including  databases 
with  hundreds  of  thousands  of  articles. 
Most  charge  between  $1  and  $2.50  an 
article.  Some  archives  are  free.  For  a  list 
of  papers  listed  by  .state,  visit  http:// 
metalab.unc.edu/slanews/intemet/archive 
s.html.  Many  newspapers  are  making 
deals  with  their  local  universities,  school 
districts,  and  libraries  by  offering  archive 
access  contracts  for  thousands  of  dollars  a 
month. 

“Archiving  is  a  very  smart  e-commerce 


strategy,  and  one  of  the  few  things  news 
sites  can  monetize,”  says  Charlene  Li, 
.senior  analyst  at  Forrester  Research  in 
Cambridge,  Mass.  “We’re  not  talking 
huge  amounts  of  money,  but  it  sometimes 
represents  a  huge  percentage  of  what 
publishing  can  actually  get.” 

Along  the  way,  media  companies  are 
learning  lessons  from  selling  their 
archives:  that  outsourcing  can  be  an  effi¬ 
cient  road  to  take,  and  that  offering  dif¬ 
ferent  price  structures  for  a  variety  of 
researchers  makes  good  business  sense. 

“We’re  trying  to  inform  the  newspaper 
industry  that  your  archives  have  [value]. 
If  newspapers  can’t  sell  their  own  con¬ 
tent,  how  can  they  sell  anything  else?” 
asks  Bryon  Colby,  director  of  media  ser¬ 
vices  for  Infonautics.  “We’re  going  to  be 
able  to  give  them  real-time  traffic  report¬ 
ing,  the  ability  to  run  promotions  on  their 
archives,  and  different  price  structures.” 


While  advertising  revenue  generally 
outperforms  the  sale  of  archives,  the  sale 
of  content  online  is  becoming  big  busi¬ 
ness  for  newspapers  big  and  small.  They 
can  clear  between  $3,000  and  $20,000  a 
month  for  per-article,  bundle,  and  con¬ 
tract  .sales.  The  implementation  fee  for 
Infonautics  ranges  from  $10,000  to 
$100,(XX),  while  the  maintenance  and  op¬ 
eration  fees  vary  depending  on  features 
and  activity. 

The  transition  will  be  uneventful  for 
USAToday.com:  Infonautics  already  is  a 
full-text  distributor  of  USA  Today's  news¬ 
paper  content,  so  they  didn’t  need  to  cre¬ 
ate  a  distribution  mechanism,  says  Larry 
Sanders,  vice  president  and  general  man¬ 
ager  of  USAToday.com.  “It’s  all  convert¬ 
ed  and  indexed  for  searchability.  It’s  more 
economical  than  what  we  were  doing.” 

Right  now,  USAToday.com  charges  $1 
an  article,  because  most  articles  are  eight 
inches  or  less.  Infonautics  will  help  create 
different  pricing  models,  such  as  bundles 
for  parents  of  schoolchildren  writing 
research  reports  or  business  people  stay¬ 
ing  on  top  of  the  competition. 

Colby  says  the  key  to  a  successful 
archive  is  marketing  with  cross-promo¬ 
tion  in  the  newspaper  and  banner  adver¬ 
tising  online  to  drive  traffic.  Press  releas¬ 
es,  stamping  the  archive  URL  (uniform 
resource  locator)  on  literature  and  a 
prominent  link  from  the  home  page  all 
are  examples  of  strong  marketing  strate¬ 
gies.  “This  is  an  e-commerce  initiative,” 
he  says.  “Don’t  bury  [the  archive  link]  at 
the  back  of  the  .store.  Put  it  where  eye¬ 
balls  hit  it.” 

Infonautics  manages  21  archive  sites, 
while  Knight  Ridder-owned  Media- 
Stream’s  NewsLibrary  manages  66  sites. 
Both  companies  report  that  more  newspa¬ 
pers  are  “in  the  queue”  waiting  to  be 
launched.  Some  new.spapers,  including 
The  New  York  Times  and  The  Washington 
Post,  have  created  their  own  software  and 
manage  their  own  transactions. 

Colby  reports  that  Infonautics’  recent 
sale  to  Bell  &  Howell  will  affect  neither 
its  archive  customers  nor  its  thousands  of 
customers  that  subscribe  to  their  informa¬ 
tion  aggregation  services,  including  Elec¬ 
tronic  Library,  Company  Sleuth,  Job 
Sleuth,  Encyclopedia.com  and  Research- 
paper.com.  WM 


Stone  (martstone@aol.com)  teach¬ 
es  new  media  at  Roosevelt  University 
in  Chicago  and  is  principal  of 
Advanced  Interactive  Media  Group. 
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LIFE  INSURANCE  AT  THE 
MILLENIUM:  A  LOOK  AT  AN  OLD 
PRODUCT  IN  A  NEW  WORLD 

12  FULL  SCHOLARSHIPS  OFFERED 

FOR  4-DAY  PROGRAM 

The  National  Press  Foundation  and  The  American  College  are  offering  12  full  fellowships  to  quali¬ 
fied  journalists  for  our  program  on  life  insurance.  Everything  from  the  basics  about  the  types  of  insurance 
and  how  to  understand  financial  statements  and  ratings  agency  reports,  to  in-depth  discussions  about  how 
the  product  is  marketed  and  sold  and  its  role  in  financial  planning.  Journalists  will  participate  in  discus¬ 
sions  about  the  issues  that  have  been  making  headlines.  VCTiat  effect  will  the  demutualization  of  some  of 
the  largest  insures  have  on  the  marketplace  and  on  policyholders?  Was  the  merger  of  Citicorp  and  Travelers 
a  sign  of  things  to  come?  Why  have  term  insurance  rates  declined  so  sharply  and  will  these  rates  be  sus¬ 
tained?  How  has  the  Internet  changed  the  life  insurance  business? 

The  program  will  be  held  from  September  12-15  on  the  campus  ofThe  American  College,  in  Bryn  Mawr, 
Pennsylvania.  Scholarships  include  all  costs,  including  transportation,  lodging  and  food.  The  sessions  will 
be  highly  participatory  and  always  on-the-record.  This  is  the  4th  year  in  a  row  the  program  has  been 
offered;  more  than  40  consumer  and  financial  journalists  have  attended  from  the  U.S.  and  Canada. 

"The  conference  was  useful  and  educational."  Jeff  Gelles,  Philadelphia  Inquirer. 

"Admirable  array  of  information... solid  footing  in  areas  I  hadn’t  yet  explored."  -  Chris  Mahoney, 
Insurance  Times. 

The  application  deadline  is  August  1.5.  To  appiv.  applicants  must  .send  a  letter  stating  whv  the  applicant 
and  his/her  news  organization  would  benefit  from  this  program;  a  letter  of  support  from  a  senior  editor;  a 
brief  resume;  and  one  clip  or  rape.  Applications  will  not  be  retutrned. 

Send  applications  to  Insurance  Program.  National  Press  Foundation,  1211  Connecticut  Ave.  NW,  Suite 
310,  Washington,  D.  C.  20036.  For  informarion  call  202-721-9106;  the  fax  is  202-530-2855;  the  e-mail 
is  NPF@natpress.org.  Check  our  websire  ar  www.natpress.org. 

The  prc^ram  b  funded  throu^  a  grant  from  the  Life  and  Health  Insurance  Foundation  for  Education,  a  non-profit  orga¬ 
nization  devoted  to  educating  the  public  about  the  role  and  value  of  life  and  health  insurance.  The  American  G>llege  is  a  non- 
proHt.  academically  accredit^  institution.  The  National  Press  Foundation  is  an  independent,  non  profit,  non-partisan  organi¬ 
zation  offering  professional  development  opportunities  for  journalists. 
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PHOTOGRAPHY 
IN  NEWSPAPERS 

AugUvSt  28,  1999 


This  special  section  will 
bring  the  latest  advances  in 
photography  into  focus. 

As  many  newspapers 
adopt  digital  photog-  ^ 

raphy,'  professionals  1 

are  learning  more 
about  its  advantages, 
problems  and  tech¬ 
niques.  This  section  will 
cover  topics  ranging  from 
the  latest  in  digital  photo¬ 


graphic  equipment  to  the 
.  new  techniques  now  in  use 
by  photographers. 

^  Photographers,  tech¬ 
nicians,  editors  and 
publishers  will,  be 
reading  these  reports 
and  your  advertise¬ 
ments  to  stay  abreast 
of  cutting  edge  issues 
and  to  help  them  perform 
their  jobs  better. 


Reach  newspaper  photographers  and  the  key  decision-makers 
who  buy  photography  products 
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Howard  Flood,  New  York  -  Tel:  (212)  675-4380  ext. 160  •  Fax:  (212)  691-6939 
Greg  Lawner,  New  York  -  Tel:  (212)  675-4380  ext. 158  •  Fax:  (212)  691-6939 
Betsy  Maloney,  Washington  -  Tel:  (301)  656-5712  •  Fax:  (301)  656-5713 
Ramona  Cox,  Denver  -  Tel:  (303)  333-9840  •  Fax:  (303)  333-2924 
Jill  Martin,  Monterey  -  Tel:  (831)  625-6902  •  Fax:  (831)  625-6911 
Rick  Ferriera,  New  England  -  Tel;  (508)  821-4670  •  Fax:  (508)  822-5039 
Classified  Department  -  Tel:  (212)  675-4380  •  Fax:  (212)  929-1259 


NEWS 


Taking  the  Longview 

Howard  buys  the  Washington  State’s  Daily  News 


by  Joe  Strupp 

At  The  Daily  News  in  Longview, 
Wash.,  change  has  come  fast  and 
furious,  and  not  everyone  is  sure 
what  it  will  mean. 

Since  the  76-year-old  newspaper  was 
sold  last  month  by  third-generation  owners 
John  and  Ted  Natt  to  Howard  Publications 
of  Seattle,  upheavels  ranging  from  the  loss 
of  several  editors  to  a  salary  freeze  to  plans 
for  a  Sunday  edition  have  thrown  many  vet¬ 
eran  readers  and  reporters  for  a  loop. 

Although  some  say  the  takeover  is  a 
chance  to  pump  more  money  and  life  into 
the  small  publication,  others  in  the  commu¬ 
nity  fear  that  outside  ownership  will  cause 
the  paper  to  lose  a  community  feeling. 

“If  it  had  not  changed  hands.  I’d  still  be 
working  there,”  says  Robert  Gaston,  54, 
who  served  as  managing  editor  from  1974 
until  his  resignation  last  month.  “It  is  dis¬ 
ruptive  and  a  little  troublesome.” 

Just  days  after  Howard  Publications  took 
over  and  installed  new  publisher  Peter 
York,  a  string  of  surprise  changes  was 
announced.  The  company  froze  salaries, 
knocking  out  a  planned  3%  raise, 
announced  a  switch  from  afternoon  to 
morning  delivery,  and  hired  a  new  manag¬ 
ing  editor  from  out  of  state. 

“People  can  be  reluctant  to  change,  but  I 
think  they  will  like  it,”  says  York,  49,  who 
came  to  the  publisher’s  job  from  an  adver¬ 
tising  directorship  at  the  Howard-owned 
Argus  Leader  in  Sioux  Falls,  S.D.  “We  are 
making  changes  for  long-term  stability.” 

Along  with  switches  in  management  and 
delivery  schedules,  York  also  plans  to  add  a 
Sunday  paper,  institute  three  zoned  edi¬ 
tions,  and  remodel  the  newspaper  building 
with  a  new  distribution  center. 

While  some  changes  have  been  wel¬ 
comed,  others  have  drawn  criticism 
among  staffers  and  readers  who  say  such 
a  dramatic  overhaul  in  staff,  production, 
and  delivery  can  hit  both  employees  and 
residents  hard. 

Although  the  long-term  effects  of  the 
Howard  purchase  are  still  unknown,  and 
could  eventually  bring  a  better,  more  mod¬ 
em  newspaper  to  residents,  the  sale’s 
shake-up  has  meant  big  adjustments  that 
have  been  difficult  to  swallow. 

“A  chain  can  bring  resources  that  a  small 
paper  cannot  have,”  says  Tony  Giffard, 
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director  of  the  school  of  communications  at 
the  nearby  University  of  Washington.  “But 
the  downside  is  they  don’t  have  ties  to  the 
local  community,  and  publishers  tend  to  be 
rotated  in  and  out.” 

Howard 

Publications  Inc, 

Seattle,  Wash. 

Daily  newspapers:  1 7 

Total  daily  newspaper 
circulation:  450,000 

Total  employees:  2,500 

Most  Recent  Acquisition: 

The  Daily  News, 
Longview,  Wash. 

Ownership:  Privately  held 

In  the  months  leading  up  to  the  sale. 
The  Daily  News  lost  nine  of  its  33  editor¬ 
ial  employees,  including  the  managing 
editor,  city  editor,  assistant  city  editor, 
features  editor,  and  graphics  editor, 
according  to  Gaston.  He  says  most  of  the 
workers  had  more  than  10  years  of  expe¬ 
rience  at  the  paper. 

Although  some  workers  were  heading 
toward  retirement,  others  say  that  they  did 
not  believe  a  newspaper  chain  could  give 
the  local  attention  needed  to  the  23,000-cir¬ 
culation  daily,  which  found  national 
acclaim  in  the  early  1980s  when  it  won  a 
Pulitzer  Prize  for  coverage  of  Mount  St. 
Helens’  volcanic  eruption. 

“During  the  time  of  the  sale,  there  was  a 
real  uncertainty  about  what  was  happen¬ 
ing,”  says  Andrew  Wahl,  29,  a  former 
graphics  editor  who  jumped  ship  to  go  to 
The  Wenatchee  (Wash.)  World  nearby.  “1 
have  a  real  problem  with  chain  ownership. 

But,  as  Giffard  points  out,  bringing  in  an 
outside  publisher  and  editor  often  allows  a 
newspaf)er  to  be  more  critical  of  local  offi¬ 
cials  and  government  policies. 

“There  is  more  of  a  willingness  by  an 
outsider  to  take  an  unpopular  stand  than 
someone  who  has  been  a  member  of  the 
Rotary  Club  for  20  years,”  says  Giffard. 

Industry  observers  also  credit  Howard 


Publications  for  being  one  of  the  more  pro¬ 
fessional  and  news-driven  newspaper 
groups  in  the  country.  They  say  the  family- 
owned  chain,  which  owns  16  other  daily 
newspapers,  has  a  reputation  for  giving 
local  papers  autonomy  and  urging  local 
coverage. 

“They  are  dedicated  to  quality  and  local 
reporting,”  says  George  Harmon,  chairman 
of  news/editorial  at  the  Medill  School  of 
Journalism  at  Northwestern  University. 
“They  don’t  strike  me  as  one  of  these  news¬ 
paper  groups  that  cuts  quality  for  profit 
margins.” 

Harmon,  who  says  he  has  worked  exten¬ 
sively  with  The  Times,  a  Howard-owned 
daily  in  Munster,  Ind.,  credits  the  chain  for 
investing  in  new  technology  and  modem 
reporting. 

Bill  Howard,  vice  president  for  newspa¬ 
pers  and  publisher  of  the  Munster  publica¬ 
tion,  says  he  understands  why  some  in 
Longview  would  be  hesitant  to  embrace  the 
new  owners,  but  assures  them  the  company 
intends  to  expand  and  improve. 

“We’re  in  the  business  of  growing  rather 
than  shrinking  markets,”  Howard  says. 

That  growth  could  be  needed  to  stem  a 
recent  readership  loss  that  cut  daily  circula¬ 
tion  from  24,975  in  1998  to  23,997  this 
year,  according  to  the  Audit  Bureau  of 
Circulations. 

One  of  the  key  changes  for  The  Daily 
News  since  the  sale  is  the  loss  of  its  trade¬ 
mark  front-page  editorial  column  by  for¬ 
mer  publisher  and  co-owner  Ted  Natt. 
Although  Natt  had  agreed  to  stay  on  and 
continue  the  column  after  the  sale,  he 
changed  his  mind  after  York  asked  that  it  be 
moved  inside. 

“It  is  their  right  to  run  the  newspaper  as 
they  choose  to,”  says  Natt.  “But  I  didn’t 
want  to  write  it  that  way.” 

Natt,  along  with  his  brother  John,  owned 
more  than  60%  of  the  newspaper,  and  had 
given  the  remaining  ownership  to  employ¬ 
ees  in  the  form  of  stock  options  prior  to  the 
sale.  When  Howard  Publications  took  over, 
all  three  owners  were  bought  out. 

The  former  publisher  says  some  of  the 
changes  disturb  him  but  admits  that  a 
Sunday  edition  and  a  switch  to  morning 
delivery  are  positive  moves. 

“They  are  doing  two  things  that  ought  to 
be  done  in  this  market”  says  Natt. 

A  glance  at  recent  coverage  indicates 
that  the  paper  is  still  striving  for  local  sto¬ 
ries.  A  recent  Page  One  offered  coverage  of 
a  nearby  lumber  accident  rescue,  a  visit  by 
presidential  contender  George  W.  Bush  to 
Spokane,  and  the  second  article  in  a  series 
on  stillbirths  in  Cowlitz  County. 
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/ S^%  X  §  I  S m m  when  the  60-tnember  unit  of  the 

fg  g  fJI  1  I  1™  Communication  Workers  of  America 

*  t  (CWA)  that  represented  composing-room 

It  could  happen,  labor  fears  and  management  hopes  employees  voted  to  terminate  CWA’s  repre¬ 
sentation.  Three  years  later,  230  packaging 

by  Joe  Strupp  Finneran  says  the  local  will  begin  run-  employees,  also  represented  by  CWA,  voted 

ning  TV  spots  in  several  weeks  to  advertise  to  decertify. 

abor  relations  at  The  San  Diego  its  members’  plight.  The  biggest  hit  to  labor  groups  came  last 

Union-Tribune  could  hinge  on  the  GCIU  also  lodged  a  number  of  charges  year  when  The  Newspaper  Guild’s  local 

outcome  of  a  fierce  battle  being  with  the  National  Labor  Relations  Board  chapter  lost  a  close  406-378  vote  that  ended 

fought  between  pressroom  employees  and  a  (NLRB),  which  is  preparing  a  complaint  on  more  than  60  years  of  Guild  representation 

newspaper  management  that  has  already  about  10  of  the  allegations  that  is  expected  at  the  new.spaper.  Although  the  unit  remains 

seen  three  other  bargaining  units  leave  in  to  be  issued  next  week,  says  Bill  Pate,  in  existence,  its  power  to  negotiate  is  gone, 

the  past  five  years.  NLRB  regional  attorney  in  Los  Angeles.  “The  Guild  employees  saw  the  union  as 

“They  run  a  great  union-busting  plan,”  “There  are  charges  of  making  unilateral  ineffective  because  the  company  blocked 
Jerry  Butkiewicz,  secretary-treasurer  of  the  changes  without  bargaining  and  disciplining  any  meaningful  negotiations.”  says  Craig 

San  Diego-Imperial  Counties  Labor  Council,  employees  for  union  activities,”  says  Pate.  Rose,  a  12-year  Union-Tribune  reporter  and 

AFL-CIO,  says  about  the  newspaper’s  anti-  Pate  says  once  the  complaint  is  released,  a  former  president  of  the  Guild  local, 
union  trend.  “They  are  spending  hun-  _  — ■  Union-Tribune  officials  launch- 

dreds  of  thousands  of  dollars  on  attor-  TtlDUfiG  ed  an  intense  anti-union  campaign 

neys  to  get  rid  of  their  unions.”  -  •  i.  -  •  •  Guild  vote  that  includ- 

But  Howard  Kastrinsky,  a  partner  li©#na##l##ISf  DStgSining  UHltS  ej  lunches,  dinners,  and  trips  to 


with  the  Nashville  law  firm  of  King  & 
Ballow,  which  has  represented  the 
newspaper  in  labor  talks  for  years, 
says  unions  have  left  the  paper  only  at 
the  workers’  request. 

“Employees  are  the  ones  who  vote 


International  Brotherhood  of  Teamsters, 
Local  542 
Formed:  1 923 

Employees  represented:  drivers 
Membership:  50 

Contract  status:  Last  contract  expired  in  1 993 
No  new  contract  reached 


baseball  games  for  union  workers, 
along  with  a  videotaped  appeal 
urging  them  to  decertify. 

Matt  Potter,  editor  of  the  alter¬ 
native  San  Diego  Reader,  says  the 
Guild  did  not  have  a  strong  base. 


on  getting  rid  of  unions,”  Kastrinsky 
says. 

The  most  recent  labor  fight  pits  the 
newspaper  against  Graphic  Commun¬ 
ications  International  Union  (GCIU) 
Local  432-M,  which  represents  120 
pressroom  employees  who  have  been 
without  a  contract  since  1992.  Over 
the  past  seven  years,  both  sides  have 
failed  to  reach  an  agreement  on  a  new 
contract,  causing  the  newspaper  to 
declare  an  impasse  in  March. 

That’s  when  new  working  condi¬ 
tions  were  unilaterally  implemented 
by  the  company.  Among  the  new  rules 
was  a  policy  to  pay  overtime  only 
after  a  35-hour  workweek. 

Other  changes  include  no  wage 
increases  for  apprentices,  no  guaran- 


Graphic  Communications  International  Union 
Local  432-M 
Formed:  1 984 

Employees  represented:  pressroom 
Membership:  1 20 

Contract  status:  last  contract  ended  in  1 992 
impasse  declared  in  1 999 

Former  bargaining  units 

Communication  Workers  of  America 
Local  9400  -  Composing/Packaging 
Formed:  1 894 

Employees  represented:  composing  room/packaging 
Membership:  60  employees/230  employees 
Contract  status:  decertified  1 994/1 997 

Newspaper  Guild  Local  95 
Formed:  1 938 

Employees  represented:  editorial,  circulation, 
advertising,  custodial 
Membership:  852  employees 
Contract  status:  decertified  1 998 


“There  was  not  a  lot  of  grass-roots 
support,”  he  says.  “They  feared  too 
much  for  their  jobs.” 

The  GCIU  lost  a  portion  of  its 
power  in  November  when  the 
newspaper  withdrew  recognition 
of  the  union  as  a  representative  for 
platemakers.  Although  GCIU  offi¬ 
cials  appealed  the  move  to  the 
NLRB,  it  was  not  reversed. 

Team.sters  officials  in  April  filed 
a  charge  with  the  NLRB  that 
accused  the  newspaper  of  pressur¬ 
ing  union  members  to  decertify  by 
allegedly  promising  that;  new  jobs 
would  be  created  if  the  union  left, 
wages  would  go  up,  and  claiming 
that  a  decertification  petition  was 
“almost  done.” 


tees  of  journeymen  status  after  four 


The  NLRB  did  not  uphold  the 


years,  and  no  vacations  or  benefits  for 
part-time  employees. 

“They  have  a  philosophy  that  they  simply 
do  not  want  unions,”  says  Local  432-M 
president  Jack  Finneran. 

Union-Tribune  CEO  Gene  Bell  directed 
press  calls  to  human  resources  director 
Bobbie  Espinosa,  who  declined  to  comment 
on  the  issue. 

GCIU  members  have  held  a  number  of 
rallies  outside  the  newspaper  in  recent 
weeks,  along  with  a  regular  Sunday  leaflet- 
ing  campaign  that  provides  information 
about  the  contract  stalemate. 


hearing  before  an  administrative  law  judge 
will  be  scheduled  before  the  end  of  1999. 

The  GCIU  conflict  is  the  latest  in  a  string 
of  union  battles  at  the  Copley  Press  Inc.  flag¬ 
ship  publication,  which  boasts  a  381,000 
daily  circulation  and  dates  back  to  1868. 

Since  1994,  members  of  three  other 
Union-Tribune  bargaining  units  have  voted  to 
decertify,  leaving  only  GCIU  and  Teamsters 
Local  542,  which  represents  about  50  truck 
drivers.  That  means  only  170  out  of  the  news¬ 
paper’s  1,700  employees  are  unionized. 

The  decertification  wave  began  in  March 


charge.  However,  the  newspaper 
agreed  to  a  settlement  in  which  it  admitted 
no  guilt. 

Federal  law  allows  the  Guild  to  begin 
reorganizing  one  year  after  the  decertifica¬ 
tion  vote,  which  was  conducted  June  12, 
1998.  Rose  would  not  comment  on  any 
plans  for  starting  up  the  union  again,  but 
says  the  tough  stance  by  GCIU  has  changed 
the  mood  of  other  employees  and  given 
hope  for  future  union  power. 

“The  support  for  labor  unions  is  more 
positive  than  it  has  been  in  years,”  says 
Rose.  ■■ 
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NEWS 


Scripps,  Gannett  surge 

Dow  Jones  beats  estimates;  Media  General  KO’ed 


E.W.  SCRIPPS  CO. 

Earnings  at  Cincinnati-based  Scripps 
rose  21%  to  $44  million  as  revenues 
increased  5.8%  to  $388  million  in  the 
three  months  ended  June  30,  compared 
with  the  year-ago  period. 

Year-to-date,  revenues  grew  6.7%  to 
$762  million  while  earnings  climbed  24% 
to  $76  million. 

In  the  second  quarter,  weak  ad  revenues 
in  the  broadcasting  division  were  countered 
by  strong  newspaper  ad  sales  and  growth  of 
the  cable  TV  networks.  Broadcast  ad  sales 
going  into  the  third  quarter  are  showing 
improvement,  says  William  R.  Burleigh, 
chairman,  president  and  CEO. 

In  the  newspaper  division,  revenues 
were  $225  million  in  the  second  quarter, 
up  3.9%. 

Second-quarter  newspaper  ad  revenues 
rose  6.5%  to  $172  million,  with  strong 
classified  and  national  advertising  in  sev¬ 
eral  markets  contributing  to  the  results. 
Circulation  revenues  fell  6.7%  to  $35  mil¬ 
lion,  due  in  part  to  continuing  efforts  to 
gain  market  share  in  Denver,  where 
Scripps’  Denver  Rocky  Mountain  News 
battles  MediaNews  Group’s  Denver  Post. 

The  newspaper  division  also  benefited 
from  a  6%  drop  in  newsprint  costs  over  the 
year-ago  period.  Scripps’  holdings  include 
19  daily  newspapers  and  nine  network- 
affiliated  TV  stations. 

GANNETT  CO.  INC. 

Earnings  rose  24%  to  $277  million  in  the 
quarter  ended  June  27,  surpassing  analysts’ 
estimates,  while  revenues  climbed  3%  to 
$1.34  billion.  Excluding  a  $33  million 
after-tax  gain  from  the  exchange  of  an  ABC 
TV  affiliate  in  Austin.  Texas,  for  an  ABC 
TV  affiliate  in  the  Sacramento-Stockton- 
Modesto,  Calif,  market,  earnings  rose  10% 
to  $244  million. 

In  the  first  six  months  of  1999,  earnings 
dropped  19.4%  to  $456  million  over  the 
year-ago  period,  while  revenues  advanced 
3.5%  to  $2.6  billion.  Not  including  non¬ 
operating  gains  in  both  years,  earnings  rose 
10.7%  to  $423  million. 

In  the  newspaper  division,  second-quar¬ 
ter  revenue  from  operations  rose  3.5%  to 
$1.1  billion,  in  part  due  to  lower  newsprint 
costs  and  a  20%  increase  in  ad  revenues  at 
USA  Today,  the  flagship.  Not  counting 
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Gannett’s  recently  acquired  New  Jersey 
papers,  ad  revenues  were  up  6%  for  the 
quarter. 

In  broadcasting,  operating  revenues  fell 
2.2%  to  $194  million,  due  to  the  absence 
of  political  advertising  and  advertising 
related  to  the  final  “Seinfeld”  episode  on 
NBC  stations  that  helped  results  in  the 
year-ago  period.  Gannett  operates  74 
daily  newspapers,  including  USA  Today, 
plus  21  television  stations. 

DOW  JONES  &  CO. 

Dow  Jones  reported  better-than-expect- 
ed  earnings  in  the  second  quarter,  driven 
by  advertising  gains  at  The  Wall  Street 
Journal  and  margin  improvement  at 
Ottaway  community  newspapers. 

Earnings,  not  counting  results  and  losses 
from  Telerate,  the  markets  wire  service  sold 
last  year,  were  $57.2  million,  up  4.5%  from 
the  year-ago  period.  On  the  same  basis,  rev¬ 
enues  were  $510.5  million,  up  5%  from  the 
year-ago  period.  The  results  include  a  $1.6 
million  severance  expense  related  to  the 
switch  to  pagination  at  the  Journal. 

Dow  Jones  earned  62  cents  per  share, 
beating  estimates  from  analysts  polled  by 
First  Call  by  one  penny. 

At  the  Journal,  ad  linage  rose  6.9%  for 
the  quarter  and  18.9%  in  June.  Dow  Jones 
reported  its  online  Journal  has  more  than 
306,(XX)  subscribers,  making  it  the  Web’s 
largest  paid  subscription  site.  At  Ottaway 
community  newspapers,  ad  linage 
decreased  1 .3%  and  operating  income  rose 
47%  largely  due  to  a  drop  in  expenses. 

For  the  first  six  months  of  the  year,  dis¬ 
counting  effects  of  Telerate,  earnings  were 
$108.7  million,  up  4.2%  from  the  year-ago 
period.  Revenues  ro.se  3.8%  to  $972.6  mil¬ 
lion. 

Dow  Jones  also  reported  it  expects  to 
record  an  after-tax  gain  of  $57  million  in 
the  third  quarter  from  the  sale  of  its  shares 
in  U.S.  Satellite  Broadcasting  Inc. 

MEDIA  GENERAL 

Earnings  and  revenues  were  down  in  the 
second  quarter,  reflecting  unfavorable  com¬ 
parisons  in  Media  General’s  broadcast  and 
newsprint  divisions.  The  Richmond.  Va.- 
based  company  reported  earnings  dropped 
23.6%  to  $16.4  million  compared  with  the 
year-ago  period,  while  revenues  were  down 
5.6%  to  $199.5  million. 


The  newsprint  division  posted  a  $1.7 
million  loss  for  the  quarter,  reflecting 
sharp  declines  in  newsprint  prices. 
Chairman  and  CEO  J.  Stewart  Bryan  III 
says  price  increases  announced  by  .several 
newsprint  companies  could  lead  to  some 
improvement  by  the  fourth  quarter. 

In  the  publishing  division,  operating 
income  rose  5.7%  to  $37.7  million,  while 
broadcast  operating  income  was  down 
14%  to  $1 1.2  million.  “We  are  beginning 
to  see  some  improvement,  particularly  at 
our  smaller  market  stations,”  Bryan  says. 

In  the  six  months  ended  June  27,  earn¬ 
ings  fell  19%  to  $27.7  million  compared 
with  the  same  period  one  year  ago,  as  rev¬ 
enues  slipped  4%  to  $391.3  million. 

Media  General  is  situated  primarily  in  the 
southeast,  with  2 1  daily  newspapers,  includ¬ 
ing  the  Richmond  Times-Dispatch,  and  13 
television  stations.  It  owns  or  has  an  interest 
in  two  newsprint  companies.  I9 

Ottawa 

alternative  folds 

Ottawa’s  alternative  paper,  Capital 
City,  closed  down  after  just  over  a  year 
of  publication,  while  its  owner, 
Toronto’s  NOW,  bought  5%  of  its  com¬ 
petition,  X  Press,  the  Association  of 
Alternative  Newsweeklies  reports. 
Capital  City  started  in  April  1998,  rival¬ 
ing  the  Ottawa  X  Press  in  the  home  of 
Canada’s  federal  government  and  the 
country’s  high-tech  center.  Michael 
Hollett,  publisher  of  NOW,  says  he 
pulled  the  plug  after  Capital  City  had 
racked  up  considerable  losses. 

Liberty  addition 

Northbrook,  Ill. -based  Liberty  Group 
Publishing  is  adding  to  its  suburban 
Chicago  holdings  with  the  purchase  of 
Press-Republican  Newspapers,  a  group 
of  .seven  weekly  community  newspapers. 

Liberty  will  add  the  group,  which  has 
an  overall  circulation  of  32,500,  to  its  50- 
newspaper,  200,000-circulation  group 
outside  Chicago.  The  Press-Republican 
newspaper  group  includes  the  Geneva 
Republican,  St.  Charles  Republican,  and 
Batavia  Republican. 

Terms  of  the  sale  were  not  disclosed. 
Wayne  G.  Woltman  will  stay  on  as  pres¬ 
ident  and  publisher  of  Press-Republican. 

With  the  purchase,  Liberty  owns  284 
community  newspapers  in  16  states.  It  is 
controlled  by  Leonard  Green  &  Partners 
L.P.,  a  Los  Angeles-based  buyout  firm. 
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TVs 

'^  +  BUILT-tN 


VCR  Plus+  promotions  hove  generated 
a  phenomenal  response  for  the  Syra¬ 
cuse  newspapers.  In  Syracuse  readers 
hove  won  VCR  Plus+  VCRs,  high-tech 
TVs  featuring  GUIDE  Plus+  and  a  trip 
to  the  Bahamas. 


“The  l^yracuse  Newspapers  have  had 
the  opportunity  to  enhance  the  excite¬ 
ment,  call  counts  and  revenue  of 
Newsline  with  promotions  from 
VCR  Plus-1-.  VCRP1US+  promotions 
involve  the  utmost  promotional 
flexibility,  highest  quality  prizes 
featuring  the  latest  and  most  advanced 
technology,  all  of  which  has  generated 
a  phenomenal  response.” 


pjoScan 


For  more  information  on  VCR  Plus*,  please  call  Usa  Klem  Wilson 


VCR  P1us+’  and  PlusCode*  are  trademarks  of  Gemstar  Development  Corporation.  ©  1999  Gemstar  Development  Corporation 


NEWS 


Pasadena  paper’s  bet  pays  off 

Star-News  gets  a  kick  out  of  Women’s  World  Cup  final 


by  Joe  Strupp 

When  the  Star-News  in  Pasadena, 
Calif.,  took  a  $1,000  gamble  on 
the  final  game  of  the  Women’s 
World  Cup  1999  soccer  championship  last 
week,  it  paid  off. 

In  planning  coverage  for  the  final  game 
between  the  U.S.  and  Chinese  teams  July  10 
at  the  Rose  Bowl,  which  is  located  just 
blocks  from  the  40,000-daily-circulation 
paper,  executive  editor  Dorothy  Reinhold 
decided  to  take  a  chance  that  America’s 
sweethearts  could  pull  off  the  win. 

As  part  of  its  preparation,  the  Star-Nen’s 
printed  7,000  copies  of  a  four-page  special 
section  with  the  headline,  “We  Win!’’  The  sec¬ 
tion,  printed  four  days  before  the  game, 
included  a  front-page  story  about  the  victory 
by  the  women’s  team,  with  inside  profiles  of 
each  player  and  a  recap  of  the  tournament  mn. 
But,  since  it  was  printed  days  before  the 


game,  it  included  no  final  score  and  no  ref¬ 
erence  to  the  final  game  other  than  to  say  it 
was  a  sellout  and  that 
President  Clinton  had 
attended. 

“We  just  decided  to  go 
for  it  because  we  thought 
that  if  the  team  won,  it  would 
be  worthwhile,”  says  Rein- 
hold,  who  oversees  the  Star- 
NeH’s  along  with  four  other 
area  papers  owned  by  Media- 
News  Group.  “At  worst,  it 
would  have  just  ended  up  being 
papers  we’d  recycle.” 

Reinhold  says  the  extra  sec¬ 
tion  cost  about  $  1 ,000  to  print. 

After  the  U.S.  team’s  win  in  the 
final  tie-breaking  penalty  kick 
shootout,  all  of  the  copies  were 
either  sold  to  fans  in  the  Rose  Bowl  park¬ 
ing  lot  or  wrapped  around  the  July  10  issue 


FOR 
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of  the  Star-News. 

“It’s  unusual,  and  I  don’t  remember  us 
doing  anything  like  this  since  I’ve  been 
here,”  says  Reinhold,  a  six-year  Star-News 
veteran.  “It  was  a  risk,  but  it  was  worth  it.” 

The  newspaper’s  coverage  began  with  the 
tournament’s  opening  game  June  19,  accord¬ 
ing  to  sports  editor  Steve 
Hunt,  who  put  three  mem¬ 
bers  of  his  nine-person 
sports  reporting  staff  full 
time  on  the  tournament. 

The  extra  coverage  on 
the  final  weekend  helped 
boost  single-copy  sales, 
which  jumped  76%  on 
Saturday  and  51%  on 
Sunday. 

In  neighboring  Los 
Angeles,  the  Los 
Angeles  Times  beefed 
up  coverage  for  the 
women’s  tourna¬ 
ment,  according  to 
sports  editor  Bill  Dwyre,  who 
says  he  assigned  three  sportswriters  to 
cover  all  32  games  of  the  tournament, 
which  were  held  in  venues  from  New 
Jersey  to  Washington  state. 

Although  he  would  not  divulge  the  cost  of 
sending  writers  to  each  game  site,  Dwyre 
says  “If  it’s  less  than  $30,000,  I’d  be  sur¬ 
prised.”  Dwyre  also  assigned  eight  writers  to 
cover  the  final  game,  which  the  Times 
played  up  with  two  front-page  stories  and 
five  inside  articles  July  1 1 . 

The  game  also  sparked  interest  at  sev¬ 
eral  newspapers  near  the  University  of 
North  Carolina,  where  eight  of  the  U.S. 
National  Team  members,  including  Mia 
Hamm  —  the  world’s  goal-scoring  leader 
—  went  to  college.  At  both  The  News  & 
Observer  in  Raleigh  and  The  Herald-Sun 
in  Durham,  sports  sections  gave  extra 
attention. 

The  Nen’s  &  Observer,  which  ran  daily 
stories  about  the  tournament  and  the  UNC 
alumni  for  weeks,  capped  its  coverage  July 
1 1  with  a  large  Page  One  story  and  photo, 
two  inside  stories,  and  a  full-color  page  of 
photos  in  sports,  according  to  assistant  sports 
editor  Teri  Boggess. 

“We  squeezed  a  few  things  into  other 
pages  to  make  sure  we  had  the  room,”  says 
Boggess.Single-copy  sales  manager  Sylvia 
Parks  says  the  interest  in  the  game  boosted 
weekend  sales  by  about  10%. 

At  the  50,000-daily-circulation  Herald- 
Sun,  single-copy  sales  also  peaked  slight¬ 
ly  by  about  9%  on  the  day  after  the  final 
game,  according  to  circulation  manager 
Ed  Rose. 
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We  can  sell  your  newspaper 
as  professionally  as  you  run  it. 


W  hen  its  time  to  sell  your  company, 
you  want  the  process  to  reflect  your 
highest  standards  of  professionalism  and 
integrity.  That’s  the  only  way  to  maximize 
the  value  of  your  company  while  maintain¬ 
ing  its  core  values. 
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Unity  in  nnmbers 

‘Journalists  of  Color’  converge  in  Seattle 


by  Mark  Fitzgerald 

SEATTLE  —  Numbers  grand  and  grim 
propelled  the  five  days  of  Unity  ’99. 

Nearly  6,000  minority  journalists 
attracted  several  hundred  print  and  broad¬ 
cast  recruiters  who  crowded  into  300  job 
fair  booths.  Their  impetus;  minorities 
make  up  fewer  than  11.5%  of  newsroom 
employees  at  daily  newspapers  in  a  nation 
where  racial  and  ethnic  minorities  are  28% 
of  the  general  population. 

But  when  the  black,  Hispanic,  Native- 
American,  and  Asian- American  journalists 
associations  that  make  up  Unity: 
Journalists  of  Color  Inc.  formally  kicked 
off  their  joint  convention  in  Seattle,  they 
handed  everyone  in  the  audience  drum¬ 
sticks.  There  were  no  opening  speeches 
laden  with  doleful  statistics,  but  poems  and 
music,  with  drums  from  Ghana,  Japan. 
Latin  America,  and  the  Pacific  Northwest. 

And  despite  the  constant  interviews  at 
the  job  fair  and  the  lines  to  copy  resumes 
at  the  convention  center’s  Kinko’s,  it  was 
Unity’s  non-journalists  who  seemed  to 
spark  the  most  networking. 

The  publishers  and  editors  of  some  of 
America’s  biggest  papers  walked  through 
the  convention  crowds  unapproached,  if 
not  unrecognized.  Yet  Cornel  West,  the 
Harvard  University  educator  who  wrote  the 
book  “Race  Matters,”  was  mobbed  every¬ 
where  he  went.  At  a  National  Association 
of  Black  Journalists  reception,  journalists 
even  formed  a  circle  around  him  chanting 
“Go,  Cornel!”  while  he  daiced. 

“For  me,  diversity  is  not  about  jobs,  it’s 
not  about  careerism.  Because  if  it  were, 
you’d  just  end  up  with  black  poor  people 
and  black  rich  folk,  and  nothing’s  changed,” 
West  says  in  a  hallway  interview  constantly 
interrupted  by  well-wishers.  “I  think  more 
in  terms  of  25  to  30  years,  changing  the  way 
this  society  looks  at  poor  people.  What 
we’re  looking  for  are  those  prophetic  few 
who  go  beyond  sensationalism.” 

One  theme  echoing  throughout  Unity 
’99  is  that  journalists  are  trying  harder  to 
overcome  the  divisions  that  separate  racial 
and  ethnic  minorities  than  their  employers 
are  at  achieving  newsrooms  that  reflect 
America’s  demographics. 

“There  is  no  Unity:  Doctors  of  Color. 
There  is  no  Unity:  Accountants  of  Color. 
We’re  very  proud  of  what  we’ve  done,” 


says  Catalina  Camia,  a  Washington,  D.C.- 
based  reporter  for  The  Dallas  Morning 
News  who  is  president  of  Unity  and  the 
Asian  American  Journalists  Association. 

Both  the  stories  and  the  numbers  at 
Unity  ’99,  however,  reflect  the  newspaper 
industry’s  diversity  problem.  In  a  new 
Freedom  Forum  survey,  55%  of  minority 
journalists  at  daily  papers  say  they  expect 
to  leave  the  newspaper  business  eventual¬ 
ly  —  and  40%  of  those  say  they  will  be 
gone  within  five  years. 

It’s  not  clear  how  many  will  actually 
leave,  but  retention  rates  already  show 
journalists  of  color  leave  papers  at  a  faster 
rate  than  white  journalists.  The  difference 
is  97%  to  93%,  says  Robert  H.  Giles,  exec¬ 
utive  director  of  the  Freedom  Forum’s 
Media  Studies  Center  in  New  York. 

“We  tracked  these  numbers  back  for  six 

Census  Bureau: 

by  Oren  Campbell 

SEATTLE  —  U.S.  Census  Bureau  offi¬ 
cials  have  launched  a  campaign  to  provide 
a  more  accurate  count  of  people  of  color  in 
Census  2000,  minority  journalists  at  the 
Unity  ’99  convention  in  Seattle  were  told 
earlier  this  month. 

Census  officials  and  several  news  re¬ 
porters  encouraged  attendees  to  begin  now 
to  inform  readers  about  the  census. 

This  information  effort  will  be  aided  by 
the  use  of  new  data  access  software,  called 
American  FactFinder,  that  will  enable  news 
organizations  to  customize  maps  locally. 

In  the  final  stages  of  development,  the 
census  bureau’s  American  FactFinder  Web 
site  can  be  accessed  by  reporters  at 
http://factfinder.census.gov,  where  they 
can  comment  on  the  service  by  using  a 
feedback  button,  says  Dwight  Johnson, 
chief  of  the  bureau’s  demographic/eco¬ 
nomic  public  information  office. 

Within  the  next  couple  of  months, 
Johnson  says  the  census  bureau  plans  to 
start  training  sessions  with  the  news  media 
on  how  to  access  its  wealth  of  information. 
Census  bureau  officials  will  travel 
throughout  the  nation  to  provide  this  train¬ 
ing.  “You  will  need  some  time  to  learn  to 
use  the  tools.”  says  Johnson. 


years  and  found  that  that  4%  difference 
made  a  big  impact.  If  that  4%  difference 
were  not  there,  the  percentage  of  journal¬ 
ists  of  color  in  the  newsroom  would  be 
14%  rather  than  1 1.46%,”  Giles  says. 

Black  daily  newspaper  journalists  also 
overwhelmingly  say  they  must  work  harder 
than  white  journalists  to  get  ahead.  In  the 
Freedom  Forum  survey,  67%  of  black  jour¬ 
nalists  “strongly  agreed”  that  was  their  feel¬ 
ing  and  another  23%  “somewhat  agreed.” 

Job  fair  recruiters  saw  plenty  of  inter¬ 
ested  prospects  —  as  well  as  some  frustra¬ 
tions.  “We  suffer  a  hit  by  not  being  a  major 
market,”  says  Jeff  Cooper,  assistant  man¬ 
aging  editor  at  the  Omaha  (Neb.)  World- 
Herald.  “I  have  a  lot  of  copy  editor  open¬ 
ings,  and  I  haven’t  found  anyone  yet.” 

“We’ve  been  really,  really  busy,  see¬ 
ing  a  lot  of  traffic  and  a  lot  of  talent,” 
USA  Today's  deputy  managing  editor 
for  sports,  Robert  Robinson,  says  during 
a  break.  One  problem  was  too  many 
inexperienced  applicants.  One  nice  sign 
is  that  veterans  now  want  to  work  for  the 
national  paper. 

Our  aim  is  true 

American  FactFinder  has  been  created  at 
a  time  when  newsrooms  are  becoming  more 
aware  of  the  value  of  data-mining  software 
such  as  SAS,  which  was  used  by  The  Miami 
Herald  in  its  Pulitzer  Prize-winning  investi¬ 
gation  of  fraud  in  Miami’s  mayoral  election. 

By  using  American  FactFinder,  report¬ 
ers  will  be  their  own  programmers,  says 
Herb  Sample,  staff  writer  for  The  Sacra¬ 
mento  Bee. 

Sample  says  confusion  has  arisen 
because  of  the  U.S.  Supreme  Court  ruling 
that  statistical  sampling  in  Census  2000 
cannot  be  used  to  apportion  U.S.  House  of 
Representatives  seats.  The  court  did  not 
rule  on  the  use  of  federal  funds,  says  Sam¬ 
ple,  so  “it  appears  that  the  Clinton  admin¬ 
istration  can  use  sampling  for  anything 
other  than  the  distribution  of  House  seats.” 

Sample  says  stories  that  could  be  written 
before  Census  2(X)0  include  those  on: 

•  The  census  bureau’s  plans  to  do  a  lot  of 
paid  advertising. 

•  How  federal,  state,  and  community 
groups  are  going  about  urging  people  to  fill 
out  census  forms. 

•  Why  so  many  people  don’t  fill  out  the 
forms. 

•  Political  implications  of  the  census. 

People  of  color,  many  of  whom  have 

not  cooperated  in  past  census  efforts 
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because  of  a  mistrust  of  government,  can 
benefit  from  an  accurate  census  count, 
says  Kenneth  Prewitt,  census  bureau  direc¬ 
tor.  The  bureau  estimates  that  8  million 
Americans  were  not  counted  in  the  1990 
census  and  that  this  number  included  12% 
of  Native  Americans,  5%  of  Hispanics, 
4.4%  of  African  Americans  and  2.3%  of 
Asians  and  Pacific  Islanders. 

Political  clout  is  based  upon  census  num¬ 
bers,  because  they  historically  have  been 
used  to  determine  the  districts  of  those  elect¬ 
ed  to  state  legislatures  and  the  U.S.  House, 
says  Prewitt.  Undercounted  communities 
also  may  miss  out  on  their  full  share  of  an 
estimated  $2  trillion  that  the  federal  govern¬ 
ment  will  distribute  over  the  next  10  years. 

Myung  Oak  Kim,  a  staff  reporter  for 
The  Philadelphia  Daily  News,  says  it’s 
very  important  not  just  to  write  about  the 
census  but  to  use  census  bureau  informa¬ 
tion  to  help  tell  readers  what’s  happening 
in  their  minority  communities. 

“In  Philadelphia,  we’re  seeing  ...  poor 
Hispanics  moving  out  of  the  city  to  work¬ 
ing-class  areas  in  the  suburbs,”  says  Kim, 
noting  that  stories  like  this  should  be  told 
from  the  standpoint  of  people,  not  just 


I  numbers.  “It’s  very  technical.  It  can  be¬ 
come  very  confusing,  very  overwhelming, 
but  the  people  at  the  census  bureau  will 
help  you  understand,”  says  Kim. 

However,  she  says  reporters  can't  use 
census  figures  when  writing  about  immi¬ 
grants  without  acknowledging  the  fact 
there  is  an  undercount.  These  numbers  are 
not  going  to  tell  the  whole  story,  so 
reporters  have  to  make  an  inroad  into  these 
immigrant  communities  and  find  out  what 
reputable  people  are  saying. 

Kim  wrote  one  story  about  the  difference 
between  the  census  bureau  numbers  and 
those  put  out  by  other  agencies.  “You  basi¬ 
cally  have  to  find  reliable  sources  who  can 
interpret  the  data  for  you.”  says  Kim. 

In  one  Unity  ’99  panel  discussion,  con¬ 
troversy  centered  around  the  confidentiality 
of  infonnation  obtained  in  the  census  —  a 
concern  particularly  for  immigrants. 

Director  Prewitt  insists:  “The  census 
bureau  will  not,  has  not,  cannot  share 
data”  with  the  Immigration  and  Naturali¬ 
zation  Service  (INS). 

“[PersonalJ  data  is  prohibited  [by]  Title 
13.  Address  files  are  available  only  to  those 
sworn  to  confidentiality,  says  Prewitt. 


That’s  easy  to  claim,  says  Apesanahkwat. 
chairman  of  the  Menominee  Nation  in 
northeastern  Wisconsin.  “1  wonder  what’s 
going  to  happen  with  the  city  clerk.”  He 
says  city  and  county  officials  can  have 
access  to  personal  data  in  the  census,  and  he 
doesn’t  trust  them. 

“We  need  to  get  a  provision  so  rigid  that 
violators  will  be  prosecuted  to  the  fullest 
extent  of  the  law,”  says  the  tribal  leader. 
“The  most  racist,  anti-Indian  people  are 
adjacent  to  the  reservation.  Unless  the  cen¬ 
sus  bureau  is  willing  to  implement 
changes  we,  as  leaders,  say  are  necessary, 
our  people  are  not  going  to  open  their 
doors”  to  census  takers.” 

Prewitt  says  he  is  disturbed  that  the  num¬ 
ber  of  people  returning  census  fomis  has 
dropped  by  10%  in  each  of  the  last  two 
decades,  noting  that  the  response  rate  in 
1990  was  only  65%.  He  attributes  this  to 
growing  civic  apathy,  which  the  census 
bureau  is  trying  to  reverse  with  its  paid 
advertising  campaign  and  efforts  to  involve 
community  groups.  Hi 
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Black  eyes  Observer. 
Seeing  new  N.Y.  daily? 


by  Lucia  Moses 

The  rough-and-tumble  New  York 
media  landscape  could  be  on  the 
verge  of  a  shakeup.  At  presstime 
July  16,  media  mogul  Conrad  Black,  who 
has  longed  for  a  piece  of  the  city’s  daily 
newspaper  market,  was  expected  to 
announce  that  he  will  buy  The  New  York 
Observer,  a  weekly,  with  thoughts  of  turn¬ 
ing  it  into  a  daily,  according  to  a  Business 
Week  report. 

The  report  cites  a  source  close  to  the 
deal  who  says  Hollinger  International, 
where  Black  is  chairman,  will  acquire 
100%  of  the  company,  giving  founder 
Arthur  Carter  a  combination  of  cash  and 
Hollinger  shares. 

Hollinger  confirmed  recently  that  it’s 
in  talks  to  buy  or  partner  with  the 
Observer,  a  pink-paged  broadsheet  that 
takes  on  the  rich  and  powerful  on  a  regu¬ 


lar  basis,  following  media  reports  of  a 
possible  deal. 

Calls  to  the  Obsen'er  and  Hollinger 
were  not  immediately  returned  July  16. 

Initial  reports  of  Black’s  interest 
were  greeted  with  bafflement.  Some  ob¬ 
servers,  while  they’d  like  to  see  more 
journalists  put  to  work,  say  there’s  no 
room  for  a  fourth  daily  in  a  market  where 
The  New  York  Times,  the  New  York 
\  Post,  and  the  Daily  News  already  are 
i  elbowing  each  other  for  readers  and 
advertising  dollars. 

Hollinger  has  85  dailies,  including  the 
Chicago  Sun-Times,  The  Jerusalem  Post, 
and  The  Daily  Telegraph  in  London.  In 
1998,  it  posted  earnings  of  $197  million 
on  revenues  of  $2.2  billion.  Carter  found¬ 
ed  the  privately  held  Obsen  er  in  1987. 

Analysts,  media  insiders,  and  Obserx’er 
staffers  say  the  proposal  raises  endless 
questions.  How  would  the  weekly,  known 


for  its  biting,  after-the-fact  commentary 
and  its  limited  readership  (the  unaudited 
Observer  claims  a  circulation  of  50,(XX)), 
turn  out  a  daily  paper,  and  what  audience 
would  it  go  after?  Would  Black,  known 
for  his  hands-on  style,  make  the  left-lean¬ 
ing  paper  a  bully  pulpit  for  his  conserva¬ 
tive  views?  And  is  Black,  already  swal¬ 
lowing  expected  losses  from  his  newly 
launched  National  Post  in  Canada,  pre¬ 
pared  to  make  another  big  investment? 

Gerald  Reilly,  a  Greenwich,  Conn.- 
based  newspaper  consultant,  calls  the 
partnership  idea  “an  odd  coupling,  but 
stranger  things  have  happened. 

“I’d  be  very  surprised  if  the  two  did  an 
awful  lot  together,”  he  says.  “They’re  both 
pretty  smart  investment  people.  They 
would  not,  I’m  sure,  ever  launch  a  daily.” 

Are  observers  underestimating  Black, 
with  his  penchant  for  running  big-city 
metros  and  taking  risks? 

Black  has  been  unloading  Hollinger’s 
small  properties  in  order  to  focus  on  his 
big  city  dailies.  He  bought  the  Chicago 
Sun-Times  in  1994  and  in  late  1998, 
launched  the  National  Post  in  Toronto,  a 
city  already  bustling  with  three  dailies. 

But  New  York  is  the  Triple  Crown 
that’s  eluded  Black.  In  1992,  he  lost  a  bid- 
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57.380 

Media  General  Inc.  (AM) 

51.000 

52.062 

50.500 

E.W.  Scripps  Co.  (NY) 

51.625 

48.500 

52.500 

New  York  Times  Co.  (NY)+++ 

39.250 

38.750 

40.120 

Gannett  Co.  Inc.  (NY) 

72.812 

74.875 

70.250 

News  Corp.  Ltd. 

35.937 

37.250 

31.620 

Gray  Comm.  Sys.  (NY) 

19.937 

19.062 

16.500 

Pulitzer  Inc.  (NY) 

46.687 

46.937 

43.94 

Harte-Hanks  Inc.  (NY)++ 

27.000 

27.312 

25.000 

Thomson  Corp.  (TSE) 

48.000a 

46.000a 

45.100a 

Hollinger  International  (NY) 

12.812 

12.750 

17.560 

Times  Mirror  Co.  (NY) 

59.500 

60.750 

62.000 

Journal  Register  Co.  (NY) 

19.125 

18.437 

18.190 

Tribune  Co.  (NY)* 

86.875 

89.687 

74.250 

Knight  Ridder  (NY) 

54.937 

55.687 

56.560 

Washington  Post  Co.  (NY) 

552.000 

557.562 

599.250 

*  Adjusted  for  2-for-1  stock  split 

+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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ding  battle  to  Mortimer  Zuckerman  for  the  Daily  News  when  he 
failed  to  gain  the  support  of  the  newspaper’s  unions.  (Zuck- 
erman  paid  $38  million  for  the  tabloid.)  In  the  Sun-Times,  Black 
found  a  consolation  prize. 

Lauren  Rich  Fine,  an  analyst  with  Merrill  Lynch,  says  she 
spoke  by  phone  with  Hollinger’s  people,  who  were  quick  to 
stress  that  they’re  also  interested  in  Carter’s  other  papers.  The 
East  Hampton  Star  in  Long  Island,  N.Y.,  and  The  Litchfield 
County  (Conn.)  Times.  But  those  weeklies,  with  total  paid  circu¬ 
lation  of  barely  30,000,  would  be  insignificant  to  Hollinger,  and 
the  New  York  market,  whose  two  tabloids  are  struggling  for  sur¬ 
vival,  can’t  support  another  daily,  she  says. 

“From  where  I’m  sitting,”  Fine  adds,  “it  looks  like  something 
I  don’t  even  know  why  they’re  talking  about  it.” 

That  view  is  shared  by  some  who  watched  Long  Island 
Newsday  fold  its  New  York  Newsday  edition  in  1 995  after  losing 
a  reported  $100  million  in  nine  years. 

“I  think  a  daily  Observer  would  have  a  real  chance  of  being  a 
huge  success,  just  as  long  as  The  New  York  Times  shuts  down,” 
quips  former  Newsday  columnist  Jim  Dwyer,  a  Pulitzer  Prize 
winner  who’s  now  at  the  Daily  News. 

To  be  a  big-scale  player,  the  Observer,  with  its  loyal  follow¬ 
ing  of  Manhattan  elites,  would  have  to  expand  its  scope, 
Dwyer  says.  “I  don’t  know  if  you  go  above  94th  Street  if  peo¬ 
ple  even  know  what  it  is.  It  covers  one  acre  of  New  York  City 
extremely  well,”  he  says. 

Robert  Keane,  who  was  an  editor  at  New  York  Newsday  when 
it  folded,  says  it  tried  to  be  a  complete  newspaper  for  New 
Yorkers,  but  couldn’t  convince  enough  readers.  “If  they  have  a 
narrow  market,  maybe  they  can  do  it,”  says  Keane,  now  the  pub¬ 
lisher’s  chief  of  staff  at  Newsday.  “If  they’re  looking  to  do  what 
the  New  York  Daily  News  does  or  what  other  big-city  newspapers 
do,  it’s  going  to  take  a  lot  of  staff,  a  great  deal  of  investment.” 

Community  papers  sold 

Independent  Media  Group,  Watseka,  Ill.,  has  bought  Butler 
County  Publishing  Inc.,  publisher  of  the  4,201 -paid-circulation 
weekly  Banner-Press  in  David  City,  Neb.,  from  Zean  E.  Carney. 

Separately,  Liberty  Group  Missouri  Holdings  bought  the 
assets  of  Missouri  Ozarks  Publishing  Co.,  which  includes  four 
community  and  niche  publications,  plus  an  ad  agency.  Bolitho- 
Cribb  &  Associates  represented  the  seller. 
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Stopping  the  piracy 
ot  oniine  ciassified  ads 

There’s  nothing  particularly  high-tech  about  stealing  newspaper  classified  ads. 
Long  before  there  was  a  World  Wide  Web,  boiler-room  scam  artists  would  col¬ 
lect  printed  ads  and  send  out  their  own  phony  invoices  to  unwary  advertisers,  a 
practice  continuing  to  this  day.  But  the  advent  of  the  internet  allows  online  pirates  to 
plunder  classified  ads  and  other  information  databases  with  a  few  clicks  of  a  personal 
computer’s  copy-and-paste  function. 

On  the  Internet  right  now,  no  online  database  is  more  attractive  to  thieves  than  the 
ciassified  franchise  newspapers  have  built  over  generations  by  providing  a  sales  vehicle 
with  proven  effectiveness  and  integrity  —  two  characteristics  that  still  elude  the  Web’s 
classified  wannabes.  Attacks  on  this  franchise  have  already  begun  here  and  there  as 
pirates  misappropriate  classifieds  from  both  print  and  online  newspapers,  either  to  pull 
the  old  phony  billing  scam  or  to  drive  traffic  to  their  Web  sites.  The  law,  unfortunately, 
has  not  kept  up  with  the  technology. 

That’s  why  newspapers  have  a  big  stake  in  two  information  anti-piracy  bills  wending 
their  ways  through  the  U.S.  Hou.se  of  Representatives.  The  bills  take  two  very  different 
approaches.  House  Resolution  354,  the  Collections  of  Information  Anti-piracy  Act 
sponsored  by  Rep.  Howard  Coble,  R-N.C.,  is  the  law  newspapers  should  support.  It  cre¬ 
ates  a  federal  course  of  action  newspapers  and  other  database  creators  can  use  to  aggres¬ 
sively  pursue  online  thieves  who  cause  market  harm  by  copying  and  repackaging  all  or 
large  parts  of  databases.  At  the  same  time,  it  scrupulously  preserves  First  Amendment 
rights.  The  bill  specifically  allows  data  to  be  used  for  news-gathering  purposes.  Because 
it  imposes  liability  only  when  the  theft  causes  harm  to  the  market  and  includes  language 
defining  “fair  use,”  the  bill  would  not  hamper  the  legitimate  day-to-day  work  of  scien¬ 
tists,  researchers,  librarians,  or  educators.  It's  no  wonder  H.R.  354  has  won  the  support 
of  a  wide  range  of  information  industry  groups,  from  the  Newspaper  Association  of 
America  to  the  National  Association  of  Realtors. 

By  contrast,  H.R.  1858,  the  Consumer  and  Investor  Access  to  Information  Act  spon¬ 
sored  by  House  Commerce  Committee  Chairman  Tom  Bliley.  R-Va..  would  leave  news¬ 
papers  worse  off  than  they  are  now.  H.R.  1 858  recognizes  the  theft  only  of  an  entire  data¬ 
base.  An  online  thief  who  steals  newspaper  help-wanted  categories,  but  leaves  auto  alone, 
could  fly  under  the  radar  of  this  law.  Database  creators  would  also  have  to  demonstrate 
that  their  entire  database  investment  is  threatened  by  the  theft  -  an  impossibly  high  stan¬ 
dard  that  would  effectively  strip  newspapers  of  federal  anti-piracy  protections. 

H.R.  1 858’s  fatal  flaw  is  that  it  hands  the  job  of  fighting  online  pirates  over  to  the  Federal 
Trade  Commission  —  and  prevents  database  creators  from  hauling  thieves  into  court.  What 
can  its  sponsors  be  thinking?  Really  now,  who  will  be  the  most  aggressive  combatants 
against  the  growing  numbers  of  online  thieves:  Newspapers  themselves?  Or  a  lumbering, 
inattentive  bureaucracy  in  Washington?  What  Rep.  Coble  most  needs  now  to  pass  the  right 
antipiracy  law  is  more  House  co-sponsors.  Write,  phone  or  e-mail  your  representative  with 
this  message:  Co-sjx)nsor  HR  354  —  and  be  on  guard  against  HR  1858. 

The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  March  22.  I8S4:  Newspa(K-rdom.  March  1892; 
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Texas  publisher 
up  in  arms 

I  was  misquoted  in  your  cover  story 
“Suburban  Warfare”  (p.  24)  in  the  June 
26  edition  of  E&P.  In  that  story,  you 
have  me  quoted:  “We’re  leading  the  cir¬ 
culation  battle  about  2  to  1  in  Arlington 
and  about  Vh  to  1  in  the  northeast.”  Our 
lead  is  3  to  1  in  Arlington,  and  that  is  a 
fact  I  share  with  just  about  anyone  who 
will  listen  — hardly  something  1  would 
make  a  mistake  about. 

I  also  take  issue  with  Arlington  Morn¬ 
ing  News  publisher  Gary  Jacobson’s  state¬ 
ment  that  “the  News'  circulation  is  about 
equal  in  Arlington’s  highest  demographic 
ZIP  codes.”  The  Arlington  Morning  News 
is  not  an  audited  product  and  has  a  history 
of  “circulation  claims.” 

As  reported  Monday,  April  1,  1996,  in 
the  Arlington  Morning  News,  Mr.  Jacob¬ 
son  said  the  Arlington  paper  will  initially 
have  a  circulation  of  20,000  during  the 
week  and  25,000  on  Sunday. 

As  reported  Jan,  15,  1997,  in  Presstime, 
Arlington  Morning  News  executives  peg 
daily  circulation  at  approximately  20,000 
daily  and  25,000  Sunday. 

As  reported  April  28,  1997,  in  Adver¬ 
tising  Age,  Burl  Osborne,  president  of 
Belo’s  publi.shing  division  and  publisher 


50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  July  16, 1949 

Thirteen  U.S.  correspondents  are 
killed  in  a  plane  crash  near  Bombay.  The 
Dutch  KLM  Constellation,  which  was 
bringing  them  home  after  a  Netherlands- 
sponsored  tour  of  Indonesia,  crashed 
while  trying  to  land  at  Santa  Cruz  air¬ 
port.  Royal  Dutch  Airlines  officials 
denied  rumors  of  Indonesian  sabotage. 


David  Stem,  former  publisher  of  the 
Camden  (N.J.)  Courier-Post,  and  as¬ 
sociates  have  purchased  the  72-year-oId 
New  Orleans  Item  for  approximately 
$2,000,000. 


The  Miami  Herald  and  Miami  Daily 
News  are  offering  $1,000  rewards  for 
tips  leading  to  the  arrest  and  conviction 
of  the  persons  guilty  of  assault  of  six 
printers  working  on  the  two  newspapers. 
The  reward  offers  were  made  in  Page 
One  notices  over  two  days. 


and  editor  of  The  Dallas  Morning  News, 
said,  “Both  circulation  and  advertising 
have  progressed  at  rates  that  are  more  than 
we  had  expected.” 

To  date,  paid  circulation  has  climbed  to 
20,000  daily  [and]  25,000  Sunday  for  the 
Arlington  Morning  News. 

I  have  little  doubt  that  the  Arlington 
Morning  News'  circulation  today  is  higher 
than  those  numbers  since  they  now 
include  roughly  10,000  Dallas  Morning 
News  subscribers  in  Grand  Prairie  (Dallas 
County). 

Below  are  some  numbers  that  support 
our  contention: 

•  Taking  as  a  group  the  five  of  14  prima¬ 
ry  Arlington  area  ZIP  codes  (ZIPs  76001- 
02,  16-18)  with  the  highest  median  house¬ 
hold  incomes  (over  $60,000  a  year),  the 
Star-Telegram's  1998  ABC-audited  circu¬ 
lation  advantage  over  the  Dallas  Morning 
News  is  13,257  daily  (Monday  through 
Saturday)  and  17,907  Sunday.  That’s  a 
4.3-to-l  advantage  daily  and  3.6-to-l 
advantage  Sunday  for  the  Star-Telegram 
—  hardly  “about  equal.” 

•  Arlington  Morning  News  circulation 
remains  unaudited  and  not  independently 
verifiable  so  the  author  relies  on  self- 
reported  “internal  circulation  figures.” 
Given  his  estimate  that  “about  90%  of 
Arlington  Morning  News'  subscribers 
receive  the  paper  as  a  section  of  the  Dallas 
Morning  News,"  we  have  to  assume  the 
same  large  gap  in  the  highest  demograph¬ 
ic  zip  codes  vs.  the  Dallas  Morning  Ne^’s 
also  exists  between  the  Star-Telegram  and 
the  Arlington  Morning  News. 

•  The  Star-Telegram's  1998  ABC  audited 
circulation  in  the  14  ZIPs  (ZIPs  76001-18, 
60,  63)  that  make  up  Arlington’s  Tarrant 
County  circulation  zones  (47,701  daily 
and  67,558  Sunday)  is  more  than  three 
times  the  audited  circulation  in  the  same 
ZIP  codes  for  the  Dallas  Morning  News 
(14,258  daily  and  22,840  Sunday). 

Another  correction  that’s  necessary: 
There  is  a  misprint  in  the  table  showing 
Fort  Worth  Star-Telegram  daily  (Monday 
through  Saturday)  circulation  as  274,434. 
The  correct  figure  is  247,434,  based  on 
the  March  31,  1999,  ABC  Publisher’s 
Statement. 

Lastly,  you  misspelled  our  vice  presi¬ 
dent  of  community  relations’  name, 
Richard  Greene,  and  Gary  Hardee’s  title  is 
incorrect;  he  is  the  editor,  not  managing 
editor. 


Mac  Tully 
former  publisher 
Arlington  Star-Telegram 


Kourt  rules 
on  the  ‘facts’ 

I  was  rather  surprised  to  see  20-year 
veteran  of  daily  newspapers  and  associate 
professor  of  Journalism  John  Palen  refer 
to  “incorrect  facts”  in  his  “Another  View” 
essay  in  your  July  3  issue.  As  every  first- 
year  Joumaiism  student  should  know,  one 
may  have  incorrect  information,  but  a 
fact,  by  its  very  definition,  can  never  be 
incorrect.  Shame  on  you,  Mr.  Palen! 

Frank  Kourt 
Wood.stock,  Illinois 


Correction 

A  quotation  asserting  the  Arlington 
Morning  News  hired  “copy  boys”  and 
“phone  clerks”  as  reporters  during  the 
start-up  period  in  its  competition  with  the 
Fort  Worth  Star-Telegram  (“Suburban 
Warfare,”  June  26,  p.  24)  was  in  error. 
Morning  News  publisher  Gary  Jacobson 
says  the  paper  hired  only  reporters  with 
experience  on  dailies  or  weeklies. 


The  sheer  volume  of  data  collected  by 
the  Editor  &  Publisher  Research  Depart¬ 
ment  for  the  International  Year  Book  can, 
unfortunately,  result  in  unintended  inac¬ 
curacies.  The  following  corrections 
should  be  made  to  the  U.S.  daily  newspa¬ 
per  listings  in  the  1999  edition: 

•  The  Aspen  (Colo.)  Times  has  a  daily 
circulation  of  13.865,  according  to  a  pub- 
li.sher’s  sworn  statement  for  Jan.  8,  1999. 

•  The  Sun  Chronicle  in  Attleboro,  Mass., 
has  a  daily  circulation  of  22,448  and  a 
Sunday  circulation  of  23,386,  according 
to  its  Sept.  30,  1998,  ABC  audit  state¬ 
ment. 

•  The  Detroit  Free  Press  has  a  daily  cir¬ 
culation  of  378,256,  according  to  its  Sept. 
30,  1998,  ABC  audit  statement. 

•  The  Silver  City  (N.M.)  Daily  Press  & 
Independent  is  owned  and  published  inde¬ 
pendently  by  Christina  and  Betty  Ely.  It  is 
not  affiliated  with  MediaNews  Group  Inc. 

•  The  publisher  of  The  Advertiser  in 
Lafayette,  La.,  is  Edward  R.  Moss. 
Robert  A.  Roddie  is  its  chief  financial 
officer,  and  Gary  Miller  is  vice  president 
of  advertising. 

•  The  president  and  publisher  of  the 
Arkansas  Democrat-Gazette  in  Little 
Rock  is  Walter  E.  Hussman  Jr. 

•  The  president,  publisher,  and  CEO  of 
the  San  Antonio  Express-News  is  W. 
Lawrence  Walker  Jr. 
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I  BS>pliliiiS! 


THE  ASSOCIATED  PRESS 

EVA  PARZIALE  to  chief  of  bureau  in 
Columbus,  Ohio,  from  director  of  the 
AP’s  photo  archive.  Parziale  succeeds 
,)AKE  BOOHER,  who  is  retiring  after 
35  years  with  the  wire  service. 

DAVID  H.  TOMLIN  to  assistant  to 
the  president  from  general  executive  in 
the  AP’s  newspaper  membership  depart¬ 
ment.  Tomlin  succeeds  KELLY 
TUNNEY,  who  was  recently  named 
assistant  to  the  president  and  director  of 
corporate  communications. 

CALIFORNIA  NEWSPAPER 
PUBLISHERS  ASSOCIATION 

(JEORGE  RIGGS,  publisher  and  CEO 
of  the  Contra  Costa  (Calif.)  Times,  to  pres¬ 
ident  for  1999-20{X);  MARCIA  MC 
QUERN  to  vice  president  and  STEVE 
LAXINETA  to  secretary.  Riggs  succeeds 
MARTIN  WEINBERGER,  editor  and 
publisher  of  the  Claremont  (Calif.)  Courier. 

CENTRE  DAILY  TIMES 

HENRY  B.  HAITZ  III  to  executive 
vice  president  of  the  State  College,  Pa., 
daily  from  vice  president  and  chief  finan¬ 
cial  officer.  CARMEN  STRAND  to  pro¬ 
duction  director  from  production  manager. 

COMMUNITY 
NEWSPAPER  CO. 

LISA  DRUEKE  to  the  new  position 
of  metro  editor  of  the  MetroWest  Daily 
News  in  Framingham,  Mass.,  from 
regional  editor  of  the  Ashland,  Holliston, 


Rices 

CAUF.  NEWSPAPF.R 

PUBLISHERS 

ASSOCIATION 


WEST 

THE  HILLSDALE 
DAILY  NEWS 


We  spraialize  in  assisting  owners 
in  exploring  and  negotiating  the  sale 
of  their  daily  newsi^peis  or 


non-daily  new^per  groups 


(Xi'en  Van  Essen 


Philip  Mumiy 


Difks,  VanEssen  &  Associates 

1 19  E.  Marcy  Street,  Suite  1 00 

Santa  Fe,  New  Mexico  87501 

Tel:  505.820.2700 

Fax:  505.820.2900 

E-mail:  info@dirksvanessen.com 

www.dirksvanessen.com 


ST.  CYR 

PIEDMONT  NEWS¬ 
PAPER  GROUP 


PARZIALE 

THE  ASSOCIATED 

PRESS 


and  Hopkinton  Tabs. 

ANDI  WEISSMAN  to  editor  of  the 
Framingham,  Natick,  Ashland,  and  Holiston 
Tabs  from  assistant  editor  at  The  Needham 
(Mass.)  Chronicle.  Weissman  replaces  Tim 
Kane,  who  was  recently  named  editor  of 
The  Waltham  (Mass.)  News  Tribune. 

THE  DALLAS 
MORNING  NEWS 

DARYL  BARNES  to  sales  manager 
for  the  Texas  daily’s  New  York  office  from 
assistant  New  York  manager  for  Sawyer 
Ferguson  Walker. 

MOLLY  COLLINS  to  Los  Angeles 
sales  manager  from  national  sales  manag¬ 
er  for  The  Orange  County  (Calif.) 
Register.  JIM  MOORE  to  Chicago  sales 
manager  from  advertising  director  for 
Midwest  Suburban  Publishing. 

DFW  COMMUNITY 
NEWSPAPERS  GROUP 

JACKIE  FLEMING  to  editor  of  the 
group  from  classified  ad  saleswoman  at 
the  Plano  (Texas)  Star  Courier.  She  will 
coordinate  news,  opinions,  and  graphics 


sections  for  the  daily  Star  Courier  and 
seven  suburban  Dallas  nondailies. 
Fleming  succeeds  TIM  WATTERSON. 

THE  GLOBE  AND  MAIL 

RICHARD  ADDIS  to  editor  of  the 
Toronto-based  national  daily.  Addis  was 
most  recently  deputy  editor  for  London’s 
Daily  Mail  and  Mail  On  Sunday.  He  suc¬ 
ceeds  WILLIAM  THORSELL,  who 
had  been  editor  in  chief.  Thorsell 
becomes  executive  editor  and  remains 
chairman  of  the  editorial  board. 

CHRYSTIA  FREELAND  to  deputy 
editor  from  national  news  editor  for 
London’s  Financial  Times. 

THE  HILLSDALE 
DAILY  NEWS 

JEFF  WEST  to  publisher  of  the 
Michigan  newspaper  from  operations 
coordinator.  West  succeeds  BILL 
TURNER,  who  retired  in  April. 

JOURNAL  REGISTER  CO. 

EDWARD  K.  FRISCO  to  the  newly 
created  position  of  vice  president  of 
online  operations  from  senior  vice  presi¬ 
dent  of  sales,  marketing  and  new  media 
for  the  daily  San  Antonio  E.xpress-New’s. 

LANDMARK  COMMUNITY 
NEWSPAPERS 

SUSAN  GAYLE  REED  to  editor  and 
general  manager  of  the  weekly  LaRue 
County  (Ky.)  Herald-News  from  copy 
editor  and  writer  at  Landmark’s  The 
New’s  Enterprise  in  Elizabethtown,  Ky. 

MELISSA  BLANKENSHIP  to  edi¬ 
tor  and  general  manager  of  the  weekly 
Henry  County  (Ky.)  Local. 

PHILADELPHIA  WEEKLY 

BETH  DOUGLAS  to  classified 
advertising  manager  from  regional  man¬ 
ager  at  a  marketing  firm. 

PIEDMONT  NEWSPAPER 
GROUP 

LAWRENCE  M.  ST.  CYR  to  group 
controller  of  the  Gannett-owned  group 
from  finance  director  of  The  Tennessean 
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by  Jamie  Santo 


in  Nashville.  He  will  coordinate  financial 
reporting  for  nine  dailies  and  several 
nondailies. 

RAVALLI  REPUBLIC 

SHARON  SCHROEDER  to  pub¬ 
lisher  of  the  Hamilton,  Mont.,  daily. 
Schroeder  succeeds  JANET  TAYLOR, 
who  served  as  interim  publisher  since 
Lee  Enterprises  purchased  the  paper 
from  Pulitzer  Inc.  in  May. 

THE  SUN 

TOM  LINTHICUM  to  director  of  the 
newly  formed  department  of  human 
resources  and  development  from  assistant 
to  the  publisher  for  the  Baltimore  daily. 

SCOTT  MOORES  to  vice  president, 
strategic  planning  and  communications 
from  vice  president  of  organizational 
development  at  the  newspaper. 

THE  TENNESSEAN 

JOSEPH  W.  HAWKEN  to  finance 
director  of  the  Nashville  daily  from 
controller  for  the  Ashury  Park  (N.J.) 
Press.  Hawken  succeeds  LAWRENCE 


the  Times,  Foell  spent  his  entire  career  at 
the  Monitor.  Foell  received  a  Boston  Press 
Club  award  for  a  series  on  the  problems  of 
American  cities,  and  a  Sigma  Delta  Chi 
award  for  coverage  of  the  United  Nations. 
Foell  also  served  several  terms  as  a  Pulitzer 
Prize  juror,  most  recently  in  1999. 

JOHN  O.  FULLERTON,  81,  retired 
newspaper  publisher,  died  July  12. 
Fullerton  was  named  publisher  of  the 
Morning  Star  and  The  Sunday  Star-Ne\i's  in 
Wilmington,  N.C.,  after  their  purchase  by 
the  New  York  Times  Co.  in  1975,  where  he 
had  previously  been  general  manager  and 
controller.  Fullerton  worked  at  the  Morning 
Star  from  1954  to  1957  and  from  1966  until 
his  retirement  in  1 982,  spending  the  interim 
at  newspapers  in  Rochester,  N.Y. 

DON  HANNULA,  67,  who  sided  with 
the  underdog  as  an  editorial  writer  and 
columnist  for  The  Seattle  Times,  died  July 
6  of  cancer.  Hannula  spent  most  of  his  42- 
year  career  as  a  reporter,  whose  fairness 
earned  him  resjject  from  both  sides  as  he 
covered  such  controversies  as  Vietnam 


War  protests,  the  Black  Power  movement, 
and  disputes  over  Native  American  fish¬ 
ing  rights.  Hannula  became  a  columnist 
and  editorial  writer  at  the  Times  in  1985. 

“He  championed  fairness  and  inclusive¬ 
ness  long  before  it  became  fashionable,” 
says  Times  publisher  Frank  Blethen.  A 
native  of  Washington  state,  Hannula  began 
his  journalism  career  in  1954  at  the  Yakima 
Herald-Repuhlic.  After  completing  mili¬ 
tary  .service,  he  worked  at  The  News 
Tribune  in  Tacoma  until  1966  when  he  was 
hired  by  the  Times .  He  served  as  a  reporter 
and  assistant  city  editor  before  becoming  a 
columnist. 


BSP  AWARDS 


New  York  University ’.s  Prism  Award 
was  presented  to  Janet  L.  Robin.son,  pres¬ 
ident  and  general  manager  of  The  New 
York  Times.  The  Prism  award  is  given 
annually  to  a  distinguished  executive  in 
the  graphics  indu.stry  for  extraordinary 
contributions  to  the  field. 


M.  ST.  CYR. 

paper  Group). 


(See  Piedmont  News- 


ExSfP  OBITUARIES 


GEORGE  CHAMBERS,  71,  retired 
newspaper  advertising  executive,  died  July 
7.  Chambers  worked  at  The  Evansville 
(Ind.)  Courier  between  1968  and  1993. 
Chambers  handled  public  relations  for 
New  York  Governor.  Nelson  Rockefeller 
from  1958  to  1962,  and  worked  at  the 
Syracuse  (N.Y.)  Herald-Journal. 

EARL  W  FOELL,  69,  contributing 
editor  of  The  Christian  Science  Monitor, 
died  July  10  after  a  brief  illness.  Foell  had 
recently  completed  a  four-year  stint  as  the 
Monitor's,  chief  editorial  writer  and  editori¬ 
al-page  editor.  Before  then,  Foell  served  as 
managing  editor,  editor,  and  editor  in  chief 
of  the  Monitor,  and  as  editor  in  chief  of 
World  Monitor  Magazine.  Foell  started  at 
the  Monitor  as  a  copyboy,  later  covering 
Boston  city  hall  and  the  Massachusetts 
statehouse  in  the  1950s.  Between  1963  and 
1970,  Foell  served  as  an  international  cor¬ 
respondent  for  the  Los  Angeles  Times,  and 
the  Monitor.  In  the  course  of  his  travels, 
Foell  interviewed  Deng  Xiaoping,  Vaclav 
Havel,  the  past  three  chancellors  of 
Germany  and  every  United  States  president 
since  Eisenhower.  Excluding  his  stint  with 


ORIGINAL 
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BY  JOE  NICHOLSON 


BIGGEST 

NAMES 

BRANDS 


ertiser  Brands 
Newspaper^ 


Macys  leads  $5  billion  parade 
of  top  ad  brands  in  newspapers 


^  paper  advertising  directors  because 
the  national  ad 
■ '  -  ■ '  :  - 1 ,  ;  budgets  and  media 
mixes  of  big  adver- 
tisers  are  closely 
^  guarded  corporate 

Ipf'  secrets. 

1^  shows: 

spent  the  most  money 
on  newspaper  advert!  s- 
ing  last  year,  ranked  by 
how  much  they  spent. 
The  brands  range  from 
No.  Macy's,  which 
spent  more  than  $303 

bank,  which  spent  slightly 
less  than  $17  million. 

•  The  rank  of  each  of  the  top  1 00  brands 
in  the  previous  year  (1997)  and  the  spend¬ 
ing  total  of  each  that  year.  For  example, 
Macy’s  moved  from  No.  2  to  No.  I  over 
the  last  two  years,  taking  the  top  position 
as  its  spending  jumped  by  almost  $24  mil¬ 
lion. 

•  The  share  of  each  brand’s  total  spend¬ 
ing  that  was  devoted  to  newspapers  in 
1998  and  in  1997.  For  example.  Sears 
Roebuck  and  Co.,  which  has  held  down 
the  No.  5  position  on  the  list  in  each  of  the 
last  two  years,  had  an  increase  of  almost 
7%  in  the  share  of  its  ad  budget  devoted  to 
newspapers.  Last  year.  Sears  Roebuck 
spent  more  than  $219  million,  or  41.6% 
of  its  advertising  budget,  on  newspapers; 
the  year  before.  Sears  Roebuck  spent  just 


The  top  100  brand  adver¬ 
tisers  in  newspa- 
pers  spent  more  \  T 
than  $5  billion  on  newspa-  \| 
per  advertising  in  1998  —  r 
a  jump  of  more  than  $500  \  | 


’piivda^® 

fitsytw 


million  over  the  previous  \ 
year.  ■ 

That’s  more  than  those  ^ 
100  brands  spent  in  the  same  \ 
year  on  TV,  radio,  magazine, 
and  outdoor  ads,  an  exclusive  \ 

.  E&P/CMR 

Tod  100  Hit  report  shows, 
nartion  Those  100 
Pago  42  brands  — 

from 


&  OB »!«»*•' 


ranging 

traditional  department  store  ^ ;  O 
advertisers  to  many  newer  and 
fast-growing  computer  and  cellu-  \  \  M 
lar-phone  companies,  including  \  ,  S 
No.  3  Circuit  City  Stores  and  No.  \  \  W 
1 1  Sprint  Cellular  Service  —  spent 
61.6%  of  their  advertising  budgets 
on  newspapers,  29.4%  on  TV,  4.8%  on  , 
magazines,  3.5%  on  radio,  and  0.8%  on  / 
outdoor.  / 

The  exclusive  E&P/CMR  report  / 
was  put  together  by  Competitive 
Media  Reporting,  a  New  York-based 
firm  that  tracks  advertising  information  in 
newspapers  as  well  as  other  media.  CMR 
used  its  information  to  create  calculations 
of  the  total  spending  of  top  advertisers. 

The  results  show  a  very  healthy  newspa¬ 
per  industry,  says  Geoffrey  Miller,  45, 
CMR’s  vice  president  for  newspaper  ser¬ 
vices.  He  says  the  chart  results  impress  him 


with  “just  how 
much  money  large  accounts 
spend  on  newspapers,  which  is  an  indica¬ 
tion  to  me  of  how  important  and  how  viable 
they  consider  the  newspaper  medium  [to 
be]  in  getting  out  their  message.” 

CMR’s  calculations  are  useful  to  news- 
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over  $215  million,  or  2>A.1%  of  its  budget, 
on  newspapers. 

•  The  amount  of  dollars  and  share  of 
;  advertising  spending 
that  each  brand  devot- 
ed  to  TV,  radio,  maga- 
I  outdoor.  For 

!  instance.  No.  71  Uni- 

ted  Airlines,  which  last 
year  increased  its 
^  spending  in  newspa- 
pers  from  just  below 

^  ~  “  $15  million  to  more 

Chuck  Paul,  ..  j..,, 

r'MD  thiin  $23  million  on 

CMR  manager 

and  analyst  newspapers,  devoted 
38.4%  of  its  advertis¬ 
ing  budget  to  newspapers.  It  also  spent 
more  than  $27  million,  or  45.8%  of  its  bud¬ 
get.  on  TV;  more  than  $7  million,  or  1 2. 1  %, 
on  magazines;  a  little  over  $1  million,  or 
2%,  on  radio;  and  Just  over  $1  million,  or 
1.7%,  on  outdoor. 

“What  is  important 
to  newspaper  execu¬ 
tives  is  to  understand 
who  the  adverti.sers  are 
who  are  making  shifts 
[of  advertising  spend¬ 
ing]  to  competing  me¬ 
dia,”  says  Chuck  Paul, 

39,  CMR’s  major  ac¬ 
counts  manager  and  di-  Geoffrey  Miller, 

_  CMR  v.p.,  news- 

rector  of  client  ser-  paper  services 


CMR  assumes  newspaper  ad  directors 
know  the  identity  of  the  big  players  listed 
in  the  top  100  advertiser  brands,  but  even 
the  smartest  ad  directors  may  have  diffi¬ 
culty  guessing  the  size  of  a  brand’s 
national  ad  budget  and  its  media  mix. 

Paul,  who  analyzed  the  CMR  data,  sug- 


ably  less  on  newspa¬ 
per  advertising  in 
local  markets  than  the 
brand  is  spending 
nationally  on  newspa¬ 
pers. 

That’s  the  time  to 
go  into  action,  says 
Paul.  “If  I  were  an 
advertising  executive 
at  a  paper,  I  would  be 
putting  a  presentation 
together  about  how  I 
could  move  [a]  mes¬ 
sage  to  buyers,”  he 
says. 

Miller  says  the 
chart  of  the  top  100 
newspaper  brand  ad¬ 
vertisers  provides  an 
overview  that  “repre¬ 
sents  the  upper  eche¬ 
lon  of  all  newspaper 
advertisers  in  the 
country.” 

At  the  .same  time 
ad  directors  look  for 
opportunities  to  grab 
new  money.  Miller 
says  they  “need  to  be 
very  careful  to  sus¬ 
tain  [current]  business 
while  building  other 
business.” 

When  outlays  for  Source:  Competitive  Media  Reporting 

TV  radio  magazine  ff*®  charts  are  based  on  the  top  100  newspaper  brand 
and  outdoor  ads  are  advertisers.  They  give  increases  and  decreases  in  the  number 
included  the  100  of  percentage  points.  Calculations  assume  a  spending  item 
brands  spent  a  total  of  (oot  available)  means  there  was  no  spending, 

more  than  $8.2  billion,  up  from  over  $7.3  media  jumped  over  $6  billion  last  year, 
billion  the  year  before.  With  this  year  shaping  up,  at  least  in  the 


TOP  10  INCREASES 

NEWSPAPER 

1998 

RANK 

ADVERTISER 

(Parent  company) 

%  POINT 
NCREASE 

85 

EVISTA  OSTEOPOROSIS  RX  (Eli  Lilly  &  Co.) 

100.0 

92 

AT&T  WIRELESS  STORES  (AT&T  Corp.) 

100.0 

91 

AT&T  LONG  DISTANCE  (AT&T  Corp.) 

41.4 

47 

ECKERD  (JC  Penney  Co.) 

23.1 

71 

UNITED  AIRLINES  (UAL  Corp.) 

15.1 

29 

RADIO  SHACK  (Tandy  Corp.) 

14.4 

33 

AUTONATION  USA  (Republic  Industries  Inc.) 

12.5 

87 

GATEWAY  COMPUTER  STORES  (Gateway  Inc. 

11.2 

58 

NATIONSBANK  (Bank  of  America) 

10.3 

37 

AMERICAN  AIRLINES  (AMR  Corp.) 

9.9 

TOP  10  DECREASES 

NEWSPAPER 

1998 

RANK 

ADVERTISER  %  POINT 

(Parent  company)  DECREASE 

93 

HILTON  HOTELS  (Hilton  Hotels  Corp.) 

-41.0 

52 

FIRST  UNION  NATL  BANK  (First  Union  Corp.) 

-19.1 

21 

BELL  ATLANTIC  MOBILE  STORES  (Beil  Atlantic) 

-17.1 

88 

AIRTOUCH  CELLULAR  (Airtouch  Communications) 

-16.3 

99 

TOYS  R  US  (Toys-R-Us  Inc.) 

-13.5 

86 

MARRIOn  HOTELS  (Marriott  Inti.  Inc.) 

-13.0 

76 

FORD  AUTOS  &  TRUCKS  (Ford  Motor  Co.) 

-12.2 

54 

RITE  AID  (Rite  Aid  Corp.) 

-11.9 

43 

SOUTHWEST  AIRLINES  (Southwest  Airlines) 

-10.9 

100 

CITIBANK  (Citigroup  Inc.) 

-10.5 

gests  ad  directors 
compare  what  they 
know  about  the 
spending  of  each 
brand  in  their  local 
markets  with  the 
brand’s  national 
spending  pattern. 

“1  tell  [a  news¬ 
paper  ad  director] 
the  focus  for  indi¬ 
vidual  newspapers 
should  be  a  com¬ 
parison  of  those 
national  figures  to 
the  local  market,” 
says  Paul. 

Ad  directors 
can  pinpoint  po¬ 
tential  opportuni¬ 
ties  when  they  de¬ 
termine  that  one  of 
the  big  brands  is 
spending  consider- 


In  addition  to 
calculating  spend¬ 
ing  of  the  100 
leading  brands, 
CMR  estimates 
that  the  total  ad¬ 
vertising  spending 
last  year  for  all 
brands  was  more 
than  $79.2  billion, 
including  more 
than  $19.8  billion 
for  newspapers; 
more  than  $41.1 
billion  for  TV; 
more  than  $13.7 
billion  for  maga¬ 
zines;  more  than 
$2.8  billion  for 
radio;  and  more 
than  $1.7  billion 
for  outdoor. 

The  total  ad  pie 
for  all  brands  in  all 


HOW  THE  TOP  100  NEWSPAPER  BRANOS 
SPENT  THEIR  AD  DOLLARS  IN  1998 

„  ..  Outdoor 
Radio  I  n  DO/ 


L 


Newspapers 
61 .6% 


Source:  CMR 

(Note:  Sections  add  up  to  more  than  100%  because  of  rounding.) 


first  quarter,  as  “very  strong”  for  advertis¬ 
ing  spending.  Miller  says  there  is  reason  to 
think  the  future  may  continue  to  be  bright. 

“The  year  2000  has  always  trended  as  a 
superlative  advertising  year,”  he  says  of 
spending  next  year.  “You’ve  got  the 
Olympics,  you’ve  got  the  elections,  and 
you’ve  got  the  year  2000  issues.” 

The  way  the  media  cut  up  the  ad  pie 
was  almost  unchanged  from  1997  to 
1998.  The  newspaper  slice  dropped  a 
fraction  of  a  percentage  point,  from 
25.2%  to  25%.  In  dollars,  the  newspaper 
slice  increased  almost  $1.4  billion,  but  it 
represented  a  slight  decrease  in  share 
because  of  the  huge  jump  of  more  than  $6 
billion  in  total  advertising  spending. 

TV  dropped  even  less  than  newspapers, 
from  52%  to  51.9%;  magazines  increased 
from  17.3%  to  17.4%;  radio  inched  up 
from  3.5%  to  3.6%;  and  outdoor  edged  up 
from  2%  to  2.2%. 

Continued  on  Page  40 
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The  Lethbridge  Herald,  Lethbridge,  AB;  Medicine  Hat  News,  Medicine  Hat,  AB;  The  Decatur  Daily,  Decatur,  AL;  The  Dothan  Eagle,  Dothan, 
AL;  Opelika-Auburn  News,  Opelika,  AL;  Benton  County  Daily  Record,  Bentonville,  AK;  Arkansas  Democrat-Gazette,  Little  Rock,  AR;  The 
Mesa  Tribune,  Mesa,  AR;  Wynne  Progress,  Wynne,  AR;  The  Yuma  Daily  Sun,  Yuma,  AZ;  Arizona  Daily  Sun,  Flagstaff,  AZ;  The  Arizona 
Republic,  Phoenix,  AR;  The  Daily  Courier,  Prescott,  AZ;  The  Daily  Courier,  Kelowna,  BC;  The  Prince  George  Citizen,  Prince  George,  BC;  Times 
Colonist,  Victoria,  BC;  The  Auburn  Journal,  Auburn,  CA;  The  Bakersfield  Californian,  Bakersfield,  CA;  Desert  Dispatch,  Barstow,  CA;  Daily 
Republic,  Fairfield,  CA;  Lodi  News-Sentinel,  Lodi,  CA;  Los  Angeles  Times,  Los  Angeles,  CA;  Appeal-Democrat,  Marysville,  CA;  Inland  Valley 
Daily  Bulletin,  Ontario,  CA;  The  Desert  Sun,  Palm  Springs,  CA;  Antelope  Valley  Press,  Palmdale,  CA;  The  Californian,  Salinas,  CA;  Tribune- 
Telegram,  San  Luis  Obispo,  CA;  Sonoma  Index,  Sonoma,  CA;  Ukiah  Daily  Journal,  Ukiah,  CA;  Daily  Press,  Victorville,  CA;  Visalia  Times-Delta, 
Visalia,  CA;  Daily  Record,  Canon  City,  CO;  The  Denver  Post,  Denver,  CO;  Daily  Times-Call,  Longmont,  CO;  Connecticut  Post,  Bridgeport,  CT; 
Reminder  Press  Inc.,  Vernon,  CT;  Dover  Post,  Dover,  DE;  Community  News  Inc.,  Yorklyn,  DE;  Free  Press,  Isiamorada,  FL;  The  Key  West 
Citizen,  Key  West,  FL;  Jackson  County  Floridian,  Marianna,  FL;  Florida  Today,  Melbourne,  FL;  Naples  Daily  News,  Naples,  FL;  The  Stuart 
News,  Stuart,  FL;  The  Palm  Beach  Post,  West  Palm  Beach,  FL;  News  Chief,  Winter  Haven,  FL;  Americus  Times-Recorder,  Americus,  GA;  Forsyth 
County  News,  Gumming,  GA;  Cordele  Dispatch,  Cordele,  GA;  The  Daily  Citizen-News,  Dalton,  GA;  Douglasville  County  Sentinel,  Douglasville, 
GA;  Griffin  Daily  News,  Griffin,  GA;  The  Macon  Telegraph,  Macon,  GA;  The  Observer,  Moultrie,  GA;  Coastal  Family,  Savannah,  GA; 
Thomasville  Times-Enterprise,  Thomasville,  GA;  The  Tifton  Gazette,  Tifton,  GA;  The  Valdosta  Daily  Times,  Valdosta,  GA;  The  Lakeside 
Ledger,  Woodstock,  GA;  The  Sun  Press,  Kaneohe,  HI;  Quad  City  Times,  Davenport,  lA;  The  Idaho  Statesman,  Boise,  ID;  Belvidere  Daily 
Republican,  Belvidere,  IL;  The  Pantagraph,  Bloomington,  IL;  The  News-Gazette,  Champaign,  IL;  Chicago  Sun-Times,  Chicago,  IL;  Herald  & 
Review,  Decatur,  IL;  The  Daily  Chronicle,  De  Kalb,  IL;  Edwardsville  Intelligencer,  Edwardsville,  IL;  Hardwick  Publications,  Effingham,  IL; 
Kane  County  Chronicle,  Geneva,  IL;  Montgomery  County  News,  Hillsboro,  IL;  Jacksonville  Journal-Courier,  Jacksonville,  IL;  Lerner 
Community  Newspapers,  Lincolnwood,  IL;  Morris  Daily  Herald,  Morris,  IL;  Peoria  Journal  Star,  Peoria,  IL;  Pikes  Press,  Pittsfield,  IL;  The 
Quincy  Herald-Whig,  Quincy,  IL;  The  State  Journal-Register,  Springfield,  IL;  The  Herald  Bulletin,  Anderson,  IN;  Batesville  Herald-Tribune, 
Batesville,  IN;  The  High  Flyer,  Carmel,  IN;  Evansville  Courier  &  Press,  Evansville,  IN;  Greensburg  Daily  News,  Greensburg,  IN;  The  Kokomo 
Tribune,  Kokomo,  IN;  Journal  &  Courier,  Lafayette,  IN;  Pharos-Tribune,  Logansport,  IN;  The  Star  Press,  Muncie,  IN;  The  Times,  Munster,  IN; 
The  Commercial  Review,  Portland,  IN;  Rushville  Republican,  Rushville,  IN;  The  Tribune-Star,  Terre  Haute,  IN;  Zionsville  Times-Sentinel, 
Zionsville,  IN;  The  Chanute  Tribune,  Chanute,  KS;  Great  Bend  Tribune,  Great  Bend,  KS;  Chronicle  Shopper,  Leavenworth,  KS;  The  Wichita 
Eagle,  Wichita,  KS;  Georgetown  News-Graphic,  Georgetown,  KY;  The  Daily  Star,  Hammond,  LA;  The  Courier,  Houma,  LA;  The  Advertiser, 
Lafayette,  LA;  The  Herald  News,  Fall  River,  MA;  Sentinel  &  Enterprise,  Fitchburg,  MA;  The  Eagle-Tribune,  Lawrence,  MA;  The  Standard  Times, 
New  Bedford,  MA;  Daily  Hampshire  Gazette,  Northampton,  MA;  Taunton  Daily  Gazette,  Taunton,  MA;  Patuxent  Publishing  Co.,  Columbia, 
MD;  The  Frederick  News-Post,  Frederick,  MD;  The  Daily  Times,  Salisbury,  MD;  The  Daily  Telegram,  Adrian,  MI;  The  Huron  Daily  Tribune,  Bad 
Axe,  MI;  The  View,  Belleville,  MI;  Tuscola  Country  Advertiser,  Caro,  MI;  Crossroads  Advertiser,  Clio,  MI;  The  Daily  Press,  Escanaba,  MI; 
Heritage  Newspapers,  Flint,  MI;  Gaylord  Community  Newspapers,  Gaylord,  MI  The  Daily  Mining  Gazette,  Houghton,  MI;  J-Ad  Graphics, 
Hastings,  MI;  Daily  News,  Iron  Mounain,  MI;  Lansing  State  Journal,  Lansing,  MI;  Daily  News,  Ludington,  MI;  The  Mining  Journal,  Marquette, 
MI;  The  Messenger  Newspaper,  Michigan  Center,  MI;  Midland  Daily  News,  Midland,  MI;  The  Monroe  Evening  News,  Monroe,  MI;  The  Macomb 
Daily,  Mount  Clemens,  MI;  Niles  Daily  Star,  Niles,  MI;  Saline  Reporter,  Saline,  MI;  The  Herald  Palladium,  St.  Joseph,  MI;  Albert  Lea  Tribune, 
Albert  Lea,  MN;  Austin  Daily  Herald,  Austin,  MN;  Duluth  Budgeteer  Press,  Duluth,  MN;  Daily  Journal,  Fergus  Falls,  MN;  The  Daily  Tribune, 
Hibbing,  MN;  Mesabi  Daily  News,  Virginia,  MN;  Winona  Daily  News,  Winona,  MN;  Daily  Globe,  Worthington,  MN;  Hannibal  Courier-Post, 
Hannibal,  MO;  The  Joplin  Globe,  Joplin,  MO;  Coast  Business,  Biloxi,  MS;  The  Clarion-Ledger,  Jackson,  MS;  Picayune  Item,  Picayune,  MS; 
Bozeman  Daily  Telegraph,  Bozeman,  MT;  The  Courier-Tribune,  Asheboro,  NC;  The  Daily  Advance,  Elizabeth  City,  NC;  Fayetteville  Observer- 
Times,  Fayetteville,  NC;  The  Sentinel  Newspapers,  Hayesville,  NC;  The  Free  Press,  Kinston,  NC;  The  Esquire-Journal,  Monroe,  NC;  The  Ad- 
Pak,  Raleigh,  NC;  Kearney  Hub,  Kearney,  NE;  Omaha  World-Herald,  Omaha,  NE;  Star-Herald,  Scottsbluff,  NE;  Fosters  Daily  Democrat,  Dover, 
NH;  The  Union  Leader,  Manchester,  NH;  The  Courier-News,  Bridgewater,  NJ;  Courier-Post,  Cherry  Hill,  NJ;  New  Jersey  Herald,  Newton,  NJ; 
Elko  Daily  Free-Press,  Elko,  NV;  Times  Union,  Albany,  NY;  Bronx  Times  Reporter,  Bronx,  NY;  The  Leader,  Corning,  NY;  Star-Gazette,  Elmira, 
NY;  Press-Republican,  Plattsburgh,  NY;  Rochester  Democrat  and  Republican,  Rochester,  NY;  The  Saratogian,  Saratoga  Springs,  NY;  The 
Record,  Troy,  NY;  Observer-Dispatch,  Utica,  NY;  Press  &  Sun  Bulletin,  Vestal,  NY;  Yorktown  Penny  Saver,  Yorktown  Heights,  NY;  The  Star- 
Beacon,  Ashtabula,  OH;  Telegraph-Forum,  Bucyrus,  OH;  The  Repository,  Canton,  OH;  Chillicothe  Gazette,  Chillicothe,  OH;  Sun  Newspapers, 
Cleveland,  OH;  The  Coshocton  Tribune,  Coshocton,  OH;  Chronicle-Telegram,  Elyria,  OH;  Daily  Advocate,  Greenville,  OH;  The  Journal-News, 
Hamilton,  OH;  Lancaster  Eagle-Gazette,  Lancaster,  OH;  The  Western  Star,  Lebanon,  OH;  The  Lima  News,  Lima,  OH;  News  Journal,  Mansfield, 
OH;  The  Marion  Star,  Marion,  OH;  The  Medina  Country  Gazette,  Medina,  OH;  Middletown  Journal,  Middletown,  OH;  The  Advocate,  Newark, 
OH;  Piqua  Daily  Call,  Piqua,  OH;  Sandusky  Register,  Sandusky,  OH;  The  Blade,  Toledo,  OH;  The  Xenia  Daily  Gazette,  Xenia,  OH;  Mahoning 
Valley  Parent,  Youngstown,  OH;  Times  Recorder,  Zanesville,  OH;  Grove  Daily  News,  Grove,  OK;  McAlester  News-Capital  &  Democrat, 
McAlester,  OK;  Tulsa  World,  Tulsa,  OK;  The  Intelligencer,  Belleville,  ON;  Kenora  Enterprise,  Kenora,  ON;  The  Chronicle-Journal,  Thunder  Bay, 
ON;  Daily  Astorian,  Astoria,  OR;  The  Register-Guard,  Eugene,  OR;  Herald  and  News,  Klamath  Falls,  OR;  The  Mail  Tribune,  Medford,  OR;  East 
Oregonian,  Pendleton,  OR;  The  Chronicle,  St.  Helens,  OR;  Altoona  Mirror,  Altoona,  PA;  Public  Opinion,  Chambersburg,  PA;  The  Daily  Courier, 
Connellsville,  PA;  Erie  Daily  Times,  Erie,  PA;  Standard-Speaker,  Hazleton,  PA;  The  Indiana  Gazette,  Indiana,  PA;  Leader  Times,  Kittanning, 
PA;  Intelligencer  Journal,  Lancaster,  PA;  The  Reporter,  Lansdale,  PA;  Kapp  Advertising,  Lebanon,  PA;  New  Castle  News,  New  Castle,  PA; 
Intercounty  Newspapers,  Newton,  PA;  The  Times  Herald,  Norristown,  PA;  Pittsburgh  Post-Gazette,  Pittsburgh,  PA;  The  News-Item, 
Shamokin,  PA;  Daily  Local  News,  West  Chester,  PA;  The  Citizen's  Voice,  Wikes-Barre,  PA;  The  Times,  Pawtucket,  RI;  The  Call,  Woonsocket,  RI; 
The  Post  and  Courier,  Charleston,  SC;  Florence  Morning  News,  Florence,  SC;  The  Tribune  Times,  Fountain  Inn,  SC;  The  Island  Packet,  Hilton 
Head,  SC;  The  Sun  News,  Myrtle  Beach,  SC;  The  Journal  Tribune,  Seneca,  SC;  The  Daily  Republic,  Mitchell,  SD;  The  Leaf-Chronicle,  Clarksville, 
IN;  Murfreesboro  Mid-South  Publishing,  Murfreesboro,  IN;  Amarillo  Daily  News,  Amarillo,  TX;  DFW  Suburban  Regional  Products  Group, 
Arlington,  TX;  Brownwood  Bulletin,  Brownwood,  TX;  Cleburne  Times-Review,  Cleburne,  TX;  Dallas  Morning  News,  Dallas,  TX;  Denton  Record- 
Chronicle,  Denton,  TX;  El  Paso  Times,  El  Paso,  TX;  Ellis  County  Press,  Ferris,  TX;  Forth  Worth  Telegram,  Fort  Worth,  TX;  Valley  Morning  Star, 
Harlingen,  TX;  San  Antonio  Express-News,  San  Antonio,  TX;  Stephenville  Empire,  Stephenville,  TX;  Temple  Daily  Telegram,  Temple,  TX;  The 
Victoria  Advocate,  Victoria,  TX;  Waco  Tribune-Herald,  Waco,  TX;  Waxachachie  Daily  Life,  Waxachachie,  TX;  The  Richfield  Reaper,  Richfield, 
UT;  The  Spectrum,  St.  George,  UT;  The  Desert  News,  Salt  Lake  City,  UT;  The  Alexandria  Journal,  Alexandria,  VA;  The  Virginian-Pilot,  Norfolk, 
VA;  The  Seattle  Times,  Seattle,  WA;  The  Columbian,  Vancouver,  WA;  The  Post-Crescent,  Appleton,  WI;  The  Reporter,  Fond  du  Lac,  WI;  Times- 
Press,  Hartford,  WI;  Madison  Newspapers,  Inc.,  Madison,  WI;  Herald  Times  Reporter,  Manitowoc,  WI;  Lakeshore  Chronicle,  Manitowoc,  WI; 
Eagle  Herald,  Marinette,  WI;  Marshfield  News-Herald,  Marshfield,  WI;  Oshkosh  Northwestern,  Oshkosh,  WI;  The  Daily  News,  Rhinelander, 
WI;  The  Sheboygan  Press,  Sheboygan,  WI;  Stevens  Point  Journal,  Stevens  Point,  WI;  Waukesha  County  Freeman,  Waukesha,  WI;  Daily 
Tribune,  Wisconsin  Rapids,  WI;  The  Register-Herald,  Beckley,  WV;  Bluefield  Daily  Telegraph,  Bluefield,  WV;  Charleston  Daily  Mail, 
Charleston,  WV;  Times  West  Virginian,  Fairmont,  WV;  Wyoming  Tribune-Eagle,  Cheyenne,  WY;  Laramie  Daily  Boomerang,  Laramie,  WY. 
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TOP  10  INCREASES 

TELEVISION 

1998 

ADVERTISER 

%  POINT 

RANK 

(Parent  company) 

INCREASE 

85 

EVISTA  OSTEOPOROSIS  RX  (Eli  Lilly  &  Co.) 

100.0 

92 

AT&T  WIRELESS  STORES  (AT&T  Corp.) 

100.0 

67 

PRAVACHOL  CHOLESTEROL  RX  (Bristol-Myers)  26.7 

76 

FORD  AUTOS  &  TRUCKS  (Ford  Motor  Co.) 

19.8 

54 

RITE  AID  (Rite  Aid  Corp.) 

19.2 

52 

FIRST  UNION  NATL  BANK  (First  Union  Corp.) 

19.2 

99 

TOYS  R  US  (Toys-R-Us  Inc.) 

18.5 

21 

BELL  ATLANTIC  MOBILE  SERVICES  (Bell  Atlantic)  17.1 

59 

LEVITZ  (Levitz  Furniture  Corp.) 

17.0 

83 

WASHINGTON  MUTUAL  SAVINGS 

16.1 

TOP  10  DECREASES 

TELEVISION 

1998 

ADVERTISER 

%  POINT 

RANK 

(Parent  company) 

DECREASE 

91 

AT&T  LONG  DISTANCE  (AT&T  Corp.) 

-43.7 

29 

RADIO  SHACK  (Tandy  Corp.) 

-21.8 

47 

ECKERDdC  Penney  Co.) 

-21.7 

15 

AT&T  WIRELESS  SERVICE  (AT&T  Corp.) 

-15.1 

63 

FIRST  UNION  BANK  (First  Union  Corp.) 

-13.4 

86 

MARRIOn  HOTELS  (Marriott  Inti.  Inc.) 

-12.9 

58 

NATIONSBANK  (Bank  of  America) 

-11.2 

62 

HBO  CABLE  TV  (Time  Warner  Inc.) 

-8.8 

97 

UPTONS  (American  Retail  Group) 

-8.7 

37 

AMERICAN  AIRLINES  (AMR  Corp.) 

-7.8 

Ckjntinued  from  Page  37 

When  Miller  examines  the  top  100  list, 
he  emphasizes  one  trend:  creation  of  auto¬ 
mobile-dealer  supermarkets  that  sell  dif¬ 
ferent  car  brands,  such  as  Carmax,  No.  25 
on  the  list,  and  Autonation  USA,  No.  33. 

Carmax  spent  more  than  $5 1 .6  million 
on  newspaper  advertising  last  year,  which 
represented  74.8%  of  its  ad  budget,  and 
more  than  doubled  its  newspaper  ad 
spending  the  previous  year,  which  was 
just  under  $24  million. 

Autonation  USA  also  doubled  its  news¬ 
paper  ad  spending,  leaping  from  just  over 
$20  million  in  1997  to  more  than  $40.2 
million  last  year.  Moreover,  Autonation 
USA  increased  the  percentage  of  ad  spend¬ 
ing  in  newspapers  from  62.7%  to  75.2%. 

“The  emergence  of  nationally  owned 
auto  dealership  groups”  coincides  with  the 
creation  of  jumbo  regional  dealerships, 
says  Miller. 

One  big  unanswered  question,  however, 
is  whether  displacement  of  the  local  auto 
dealerships  by  regional  and  national  deal¬ 
erships  will  mean  a  net  gain  or  a  net  loss  in 
the  size  of  the  industry.  “The  jury  is  still 
out  on  how  far  the  trend  will  progress,” 
says  Miller. 

“If  someone  has  not  already  had  the 
wake-up  call,  the  rapid  growth  in  adver¬ 
tising  by  Carmax  and  Autonation  should 
certainly  give  them  pause,”  he  adds.  “The 
opportunity  is  pretty  self-evident.  Look  at 
how  much  money  they  are  spending.” 

While  traditional  department  store 
advertisers  such  as  Macy’s,  Lord  &  Taylor, 
and  Bloomingdales  continue  to  be  big 
newspaper  spenders.  Miller  notes  that 
newer  industries  like  electronics  chains 
also  are  pouring  money  into  papers. 

“There  is  a  lot  of  advertising  for  tech¬ 
nology  products  in  newspapers,”  he  says. 
“Newspapers  are  very  effective  at  present¬ 
ing  information.” 

Miller  says  two  computer-related  busi¬ 


nesses  —  Gateway 
Computer  Stores  and 
Gateway  Computers, 
which  are  subsidiaries 
of  the  same  company 
—  have  dramatically 
increased  their  spend¬ 
ing. 

He  cites  the  Gate¬ 
way  companies  as  ex¬ 
amples  of  newer  ad¬ 
vertisers  that  have 
joined  a  list  that  long 
has  had  department 
stores  like  Macy’s. 

Gateway  Computer 
Stores  increased  its 
spending  from  just 
over  $3.3  million  in 
1997  to  more  than 
$19.1  million  last 
year,  when  71.5%  of 
its  ad  spending  went 
into  newspapers.  Cor¬ 
porate  sister  Gateway 
Computers  increased 
its  ad  spending  on 
newspapers  from  over 
$12.7  million  in  1997 
to  more  than  $19  mil¬ 
lion  last  year,  when 
96.8%  of  its  total  ad 
spending  went  into 
newspapers. 

Using  CMR’s  list 
of  the  100  newspaper  brand  advertisers, 
Paul  calculated  which  of  those  brands  reg¬ 
istered  the  biggest  increases  and  decreas¬ 
es  in  spending  on  newspaper  advertising 
between  1997  and  1998. 

CMR’s  charts  of  share  difference  repre¬ 
sents  the  change  in  the  number  of  percent¬ 
age  points  —  not  the  percentage  increase 
or  decrease.  Additional  charts  show  simi¬ 
lar  changes  in  spending  for  TV,  radio, 
magazines,  and  outdoor.  It  is  also  impor¬ 
tant  to  note  that  CMR  based  its  calcula¬ 


tions  on  the  assumption  that  brand  cate¬ 
gories  where  spending  was  listed  as  N.A. 
(not  available)  actually  had  no  spending. 

The  brands  with  the  biggest  increase  in 
the  number  of  percentage  points  of  market 
share  going  to  newspapers  were  led  by 
Evista  Osteoporosis  Rx,  and  AT&T 
Wireless  Stores,  which  both  registered 
increases  of  100  percentage  points.  In  those 
two  ca.ses,  spending  in  1997  was  not  avail- 

Continued  on  Page  48 


TOP  10  DECREASES 

MAGAZINE 

1998 

RANK 

ADVERTISER  %  POINT 

(Parent  company)  DECREASE 

67 

PRAVACHOL  CHOLESTEROL  RX  (Bristol-Myers) 

-35.2 

71 

UNITED  AIRLINES  (UAL  Corp.) 

-17.1 

69 

DISH  NETWORK  SATELLITE  SYSTEM  (EchoStar) 

-15.9 

61 

NORDSTROM  (Nordstrom  Corp.) 

-8.1 

76 

FORD  AUTO  &  TRUCKS  (Ford  Motor  Co.) 

-7.8 

50 

NORTHWEST  AIRLINES  (Northwest  Airlines  Corp.) 

-6.7 

54 

RITE  AID  (Rite  Aid  Corp.) 

-6.3 

80 

LOWES  BUILDING  SUPPLY  (Lowes  Cos.  Inc.) 

-5.8 

82 

JEEP  GRAND  CHEROKEE  (DaimlerChrysler  AG) 

-5.0 

99 

TOYS  R  US  (Toys-R-Us  Inc.) 

-4.2 

TOP  10  INCREASES 

MAGAZINE 

1998 

ADVERTISER 

%  POINT 

RANK 

(Parent  company) 

INCREASE 

85 

EVISTA  OSTEOPOROSIS  RX  (Eli  Lilly  &  Co.) 

100.0 

92 

AT&T  WIRELESS  STORES  (AT&T  Corp.) 

100.0 

93 

HILTON  HOTELS  (Milton  Hotels  Corp.) 

35.9 

86 

MARRIOn  HOTELS  (Marriott  Inti.  Inc.) 

25.7 

22 

FRANKLIN  MINT  (Roll  Inti  Corp.) 

10.2 

9 

TARGET  (Dayton  Houston  Group) 

3.9 

5 

SEARS  ROEBUCK  (Sears  Roebuck  &  Co.) 

3.7 

23 

BLOOMINGDALES  (Federated  Dept.  Stores) 

3.1 

90 

WAL-MART  (Wal-Mart  Stores  Inc.) 

2.6 

75 

COMPUTER  CITY  (Tandy  Corp.) 

2.5 
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l\lew.  Old. 


“1  brought  back  homt‘  some  great  information 
and  sites  to  look  at  and  to  com{3are.  fhc 
Internet  is  a  work  in  progress.  Its  completion 
and  shape  is  imknown.  This  Symposium  was 
proof  of  this.” 

Ron  Waite,  Corporate  Markctiiuj  Director. 
_  Dix  Comtminications.  Wooster,  0(1 


“Since  this  industry  is  so  young,  it’s  essential 
to  keep  up  with  the  latest  trends.  This  was  a 
great  source  to  pick  up  information  on  wbat’s 
happening.” 

Bet  tv  Noor,  Classified  Advertising  Vlanaijer. 

San  (  tancisco  Newspaper  Agenev,  San  (-raneisco.  CA 


“Exhibitors’  products  targeted  the  subject  matter 
of  the  Symposium.  There  was  a  lot  of  valuable 
information  disseminated.  Overall.  1  increased 
my  comfort  level  with  online  challenges.” 

Toni  Battle,  Sales  Manager/Reeruitnient 
I  os  Angeles  Times,  l.os  Angeles,  CA 


“Being  new  to  the  newspaper  business,  I  found 
the  whole  Symposium  to  be  useful.  I  have  a 
long  “to  do”  list  as  a  result.  1  look  forward  to 
attending  next  year.” 

lanimv  l.angniever.  Interactive  Project  Vlanager, 
CnmiminiLv  Newspaper  Companv,  Needham,  VIA 


There's  something  for  everyone 
at  Editor  &  Publisher’s  Online 
Classifieds  Industry  Symposium, 
September  12  -14,  Austin,  TX. 

But  don't  just  take  our  word 
for  it.  Here's  what  some  of  our 
attendees  had  to  say  about  last 
year's  first  Symposium: 


And  now  for  some  ’’editorial”  comment: 

Superb!  Great!  Best  time  and  money  I've  ever  spent!  What  an  eye-opener!  Look  out  competition  -  here  I  come!  www.WOW! 
Says  who?  You,  we  think,  after  attending  this  year's  Symposium.  Haven't  registered  yet? 


2nd  Annual  |e<S^p|  Editor  &  Publisher 

ONLINE  CLASSIFIEDS 
INDUSTRY  SYMPOSIUM 

September  12-14  •  Hyatt  Regency  •  Austin,  TX 

Register  by  July  20th  and  take  advantage  of  our  Early  Bird  rate  of  just  $895! 
Online:  www.mediainfo.com  -  ’’Conferences”.  By  phone:  212-675-4380.  ext.  503. 


laa 

I ,  Advtrtifter  Brands 
in  Nawspapers 

Top  100  newspaper  brand  advertisers 

Edf'P/CMR  exclusive  report 


RANK  RANK 

ADVERTISER 

Dollars  spoM 

Share  of 

Dollars 

Share 

Dollars 

Share 

Dollars 

Share 

Dollars 

Share 

TOTAL 

(in  ttiousands) 

ad  spending 

1 

2 

ittcn 

1998 

303.347.7 

88,3% 

34,836.4 

10.1% 

325.5 

0.1% 

4,971.4 

1.4% 

248.4 

0.1% 

343,729.4 

1997 

279.593.1 

88,7% 

31,418.7 

10.0% 

441.7 

01% 

3,772.1 

1.2% 

71.4 

0.0% 

31537.0 

2 

3 

VAUtSSIS  COUPONS 

1998 

287,197.1 

100.0% 

0.0 

0.0% 

40.4 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

287.237.5 

1997 

264,580.2 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

121.6 

0.0% 

0.0 

0.0% 

264,701.8 

CIRCUIT  cm  STORES 

1998 

276,788.1 

68.6% 

124,489.5 

30  8% 

213.9 

0.1% 

2,006.4 

0.5% 

92.5 

0.0% 

403,590.4 

1997 

.  283,870.5  _ _ 70.9% 

115,057.9 

28.8% 

100.2 

0.0% 

1.051.2 

0.3% 

51.1 

0.0% 

400,130.9 

4 

4 

NEWS  AMERICA  ESI 

1998 

252,305.7 

99.3% 

0.0 

0.0% 

0.0 

0.0% 

1,862.4 

0.7% 

0.0 

0.0% 

254,168.1 

1997 

256.214.8 

97.3% 

0.0 

0.0% 

0.0 

0.0% 

7,173.2 

2.7% 

0.0 

0.0% 

263,388.0 

5 

5 

SEARS  ROENCX 

1998 

219,741.9 

41.6% 

256,247.9 

48.5% 

12.919.5 

2.4% 

37,778.0 

7.2% 

1,3147 

0.2% 

528.002.0 

1997 

215,045.3 

34.7% 

339,951  4 

54.9% 

42,135.0 

6.8% 

21,513.2 

3.5% 

310.2 

0.1% 

618,955.1 

6 

6 

OILIARDS 

1998 

163,274.2 

96.0% 

518,9 

0.3% 

123.6 

0.1% 

6.125.1 

3.6% 

17.1 

0.0% 

170,058.9 

1997 

148.888.9 

96.3% 

56.6 

0.0% 

90.7 

0.1% 

5,449.2 

3.5% 

59.9 

0.0% 

154,545.3 

7 

7 

JCPENllPr" 

■TOT" 

“TOJBT- 

“Tmr*n29,698.4 

40.8% 

26,126.9 

"I3:^.2 

4.2% 

373.4 

0,1% 

317,863.3 

1997 

133,966  0 

43.1% 

150,017.6 

48.3% 

18,221.5 

5,9% 

8,137.3 

2.6% 

136.3 

0,0% 

310,478.7 

8 

8 

KMART 

1998 

125.362.8 

40.8% 

142,101.5 

46.2% 

30,692  7 

10.0% 

9,119.2 

3.0% 

49.9 

0.0% 

307,326.1 

1997 

110,021.5 

47.1% 

99,717.7 

42.7% 

15,177.5 

6.5% 

8.471.2 

3.6% 

74.3 

0.0% 

233,462.2 

9 

9 

TARSn 

1998 

110292.7 

47.8% 

91,178.0 

39.5% 

13,489.0 

5.8% 

13,108.4 

5.7% 

2,539.2 

1.1% 

230,607.3 

1997 

963)8 

^49.9%^ 

86.436.6 

44.8% 

6.314,7 

3.3% 

3,434.7 

1.8% 

640.6 

0,3% 

193,117.4 

10 

10 

BEST  BUY 

1998 

107.976.1 

52.9% 

95,896.4 

47  0% 

44.1 

0.0% 

21.1 

0.0% 

58.1 

0.0% 

203,995.8 

1997 

87.380.0 

51.9% 

80,939.7 

48.1% 

0.0 

0.0% 

2.5 

0.0% 

36.0 

0.0% 

168,358.2 

11 

22 

SPRINT  CEUJiUR  SERVICE 

1998 

97,732.1 

99.8% 

155.4 

03% 

0.0 

0.0% 

00 

0.0% 

63.7 

0.1% 

97,951.2 

1997 

49,531.5 

96.6% 

1,353.5 

2.6% 

0.0 

0.0% 

0.0 

0.0% 

404.2 

0.8% 

51,289.2 

12 

13 

ROBINSONS  MAY 

1998 

84,118.6 

95.2% 

2,805.2 

3.2% 

1,252.4 

14% 

182.0 

0.2% 

00 

0.0% 

88,358.2 

1997 

76,771.9 

94.8% 

3,079.4 

3.8% 

1,049.9 

1.3% 

61.3 

0.1% 

0.0 

0.0% 

80,962.5 

13 

12 

94.6% 

3,586,7 

4.2% 

0.0 

0.0% 

1,005.8 

1.2% 

38.1 

0.0% 

86,078.0 

,1997 

84,458.7 

95.6% 

3,040.8 

3.4% 

0.0 

0.0% 

813.4 

0.9% 

2.4 

0.0% 

88,315.3 

14 

11 

MONTGOMERY  WARD 

1998 

81,162.2 

55.1% 

54,748.3 

37.1% 

11,334.2 

7.7% 

0.0 

0.0% 

170.0 

0.1% 

147,414.7 

1997 

84,747.2 

60.3% 

38,915.1 

27.7% 

16,825.9 

12.0% 

58.7 

0.0% 

0.0 

0.0% 

140,546  9 

15 

15 

ATtTWREUSS  SERVICE 

1998 

76,6655 

75.6% 

0.0 

0.0% 

19,430.6 

19.2% 

4.061.2 

4.0% 

1,241.7 

1.2% 

101,3990 

1997 

69,927.5 

70.4% 

14,972,2 

15.1% 

8.436.4 

8.5% 

4,905.2 

4.9% 

1,141.0 

1.1% 

99.382.3 

16 

14 

WALGREENS 

1998 

71,785.0 

74.9% 

23,728.0 

24  8% 

2.5 

0.0% 

152.8 

0.2% 

138.4 

0.1% 

95,806.7 

1997 

73,354.0 

71.7% 

26,161.6 

25.6% 

2,538.8 

2.5% 

1471 

0.1% 

119.1 

0.1% 

102,320.6 

17 

17 

MERVYNS 

1998 

66,382.6 

71.7% 

23.484.6 

25.4% 

2,028.2 

2.2% 

634.0 

0.7% 

19.8 

0.0% 

92,549.2 

1997 

61,356.1 

68.1% 

25,530.0 

28.3% 

2.749.2 

3,0% 

397.3 

0.4% 

129.6 

0.1% 

90,161,2 

18 

23 

PUBLISHERS  CHOICE  VIDEOS 

1998 

64,385.1 

99.9% 

0.0 

0.0% 

0.0 

0.0% 

49.7 

0.1% 

0.0 

0.0% 

64,434.8 

1997 

49,424.8 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

11.4 

0.0% 

0.0 

0.0% 

49,436.2 

19 

18 

LORO  t  TAYLOR 

1998 

61,699.4 

96.5% 

6.0 

0.0% 

822.2 

1.3% 

1,431.9 

2.2% 

0.0 

0.0% 

63,958.5 

1997 

57,169.4 

96.9% 

0.0 

0.0% 

514.1 

0.9% 

1,309.6 

2.2% 

0.0 

0.0% 

58,993.1 

20 

34 

FRYS  ELECTRONICS 

1998 

58,058.1 

98.6% 

810.8 

1.4% 

0.0 

0.0% 

0.0 

0.0% 

3.0 

0.0% 

58,871.9 

1997 

36,850.6 

99.3% 

265.8 

0.7% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

37,116.4 

21 

21 

BEU  ATLANTIC  MOBILE  STORES 

1998 

52,621.8 

82.9% 

10,838.6 

17.1% 

0.0 

0.0% 

0.0 

0.0% 

4.5 

0.0% 

63,464.9 

1997 

51.308.2 

100.0% 

0.0 

0.0% 

0.0 

00% 

0,0 

0.0% 

0.0 

0.0% 

51,306.2 

22 

16 

FRANKLIN  MINT 

1998 

52,412.7 

55.9% 

0.0 

0.0% 

0.0 

0.0% 

41,340.5 

44.1% 

0.0 

0.0% 

93,753.2 

1997 

67,256.1 

66.1% 

0.0 

0.0% 

0.0 

0.0% 

34,489.1 

33.9% 

0.0 

0.0% 

101,745.2 

23 

28 

BLOOMINCDALES 

1998 

52,184.3 

90.5% 

588.7 

1.0% 

329.6 

0.6% 

4.570.3 

7.9% 

0.0 

0,0% 

57,672.9 

1997 

40,703.5 

93.4% 

2743 

0.6% 

490.2 

1.1% 

2,107.8 

4.8% 

0.0 

0.0% 

43,5758 

24 

24 

OFFICEMAX 

1998 

51,901.5 

85.9% 

6,130.0 

10.1% 

1,670.6 

2.8% 

0.0 

0.0% 

730.0 

1.2% 

60,432.1 

1997 

46,801.2 

80.7% 

6,856.7 

11.8% 

2,718.2 

4.7% 

0.0 

0.0% 

1,616.6 

2.8% 

57,992.7 

25 

58 

CARMAX 

1998“ 

. TOfflr 

758% 

'  'Wiiti 

24.3% 

0.0 

0.0% 

0.0 

0.0% 

607.3 

0.9% 

69,040.3 

1997 

23,994.3 

71.9% 

9,318.8 

27.9% 

0.0 

0.0% 

181 

0.1% 

34.9 

0.1% 

33,366.1 

26 

30 

HOME  OEPOT 

1998 

49,641.8 

23.1% 

147,735.6 

68.6% 

4,771.4 

2.2% 

12,510.1 

5.8% 

582.2 

0.3% 

215,241.1 

1997 

40,254.5 

21.3% 

129,943.3 

68.8% 

5,219.3 

2.8% 

12,544.9 

6.6% 

779.1 

0.4% 

188,741.1 

27 

35 

BOSE  CORP  AUDIO  PRODIKTS 

1998 

49,484.5 

68.9% 

6,9783 

9.4% 

0.0 

0.0% 

'I7,m9 

23.7% 

0.0 

0.0% 

73,963.6 

1997 

36,143.6 

60.8% 

9,349.2 

15.7% 

204.1 

0.3% 

13,764.1 

23.1% 

34 

0.0% 

59,464.4 

28 

19 

OFFICE  DEPOT 

1998 

48.707.7 

72.6% 

16,6294 

24.8% 

560.0 

0.8% 

939.6 

1.4% 

235.5 

0.4% 

67,072.2 

1997 

55,676.8 

77.2% 

15.244,5 

21.1% 

742.0 

1.0% 

350.0 

0.5% 

133.1 

0.2% 

72,146.4 

29 

36 

RADIO  SHACK 

1998 

42,206.1 

39.2% 

39,355.2 

36.6% 

20,982,6 

19.5% 

5,029.7 

4.7% 

63.2 

0.1% 

107,636.8 

1997 

35,914.1 

24,8% 

84,710.9 

58.4% 

20,431.3 

14.1% 

3,682.4 

2.5% 

345.7 

0.2% 

145,084.4 

30 

98 

OMNIPOINT  WIRELESS  SERVICES 

1998 

42,034.4 

95.3% 

u.O 

0.0% 

2,055.0 

4.7% 

0,0 

0.0% 

4.1 

0.0% 

44,093.5 

1997 

15,675.1 

99.3% 

0.0 

0.0% 

115.5 

0.7% 

0.0 

0.0% 

0.0 

0.0% 

15,790.6 

31 

29 

COMPUSA 

1998 

41,229.0 

58.4% 

1,627.8 

2,3% 

27,685.3 

39.2% 

59.5 

0.1% 

31,9 

00% 

70,633,5 

1997 

40,662.9 

59.8% 

2,748.3 

4.0% 

24,419.5 

35.9% 

222.5 

0,3% 

0.0 

0.0% 

68,053.2 

32 

32 

LIBERTY  TRAVEL  SERVICE 

1998 

40,622.0 

98  5% 

585.0 

1.4% 

U.O 

0.0% 

36.6 

0.1% 

0.0 

0.0% 

41,243.6 

1997 

39,141.3 

95.8% 

1,477.2 

3.6% 

87,7 

0.2% 

131.2 

0.3% 

0.0 

0.0% 

40.837.4 

33 

77 

AUTONAIION  USA 

1998 

40,279.2 

75,2% 

11,597.0 

21,7% 

1,062.4 

2.0% 

0.0 

0.0% 

600.6 

1.1% 

53,539.2 

1997 

20.035.2 

62.7% 

m.i 

20,6% 

5,110.2 

16,0% 

0,0 

00% 

255.5 

0.8% 

31,978.6 

34 

33 

HECHTS 

1998 

39,795.7 

88.2% 

5,271.8 

11.7% 

0.0 

0.0% 

74.4 

0.2% 

0.0 

0.0% 

45,141.9 

1997 

38,346.2 

90.2% 

4,177.9 

9.8% 

0.0 

0.0% 

5.9 

0.0% 

0.0 

0.0% 

42,530.0 

35 

25 

lAZARUS 

1998 

39.535.0 

88.9% 

5,775.7 

12.7% 

7,9 

10% 

185.3 

0.4% 

0,0 

0.0% 

45,503.9 

1997 

45,987.1 

89.3% 

5,513.0 

10.7% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

51,500.1 

36 

37 

KOHLS 

1998 

39,450.9 

51.6% 

30,071.2 

39.4% 

6.003.9 

7.9% 

724.6 

0.9% 

145.4 

0.2% 

76,396.0 

1997 

34,386.0 

56.1% 

22,190.1 

36.2% 

4.593.8 

7.5% 

23.0 

0.0% 

47.8 

0.1% 

61,240.7 

37 

43 

AMERICAN  AIRLINES 

19» 

39,426.6 

60.2% 

19,810.2 

30.3% 

1.710.5 

2.6% 

3,606.8 

5.5% 

925.9 

1.4% 

65,479.9 

1997 

30,791.6 

50.3% 

23,326.4 

38.1% 

1,305.4 

2.1% 

5.351.8 

8.7% 

431.1 

0.7% 

61,206.3 

38 

39 

FILENES 

1998 

38,321.8 

89.0% 

2,474.9 

5.7% 

2,193.1 

5.1% 

84.4 

0.2% 

0.0 

0.0% 

43,074.2 

1997 

33,365.2 

91.5% 

1,290.2 

3.5% 

1,799.7 

4.9% 

0.0 

0.0% 

0.0 

0.0% 

36,455.1 

Source:  Competitive  Media  Reporting 
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To  be  competirive,  i 

you  need  to  get  your  '  ;  ‘ 

I  -•  X  hands  on  powerful  advertising  ?|ijMf~ j,  j 

intelligence.  CMR  delivers  the 
y  ^  information  agencies  and  buying  services 
use,  allowing  you  to  better  compete  with 
TV,  radio,  direct  mail  and  weeklies. 

Over  newspapers  measured. 

Every  ad  in  every  edition,  zone,  section,  insert 
f  and  preprint.  Plus  alternatives,  magazines,  auto  traders, 
real  estate  books  —  every  print  competitor  you  identify. 

An  insider’s  perspective.  Our  established  newspaper  relationships  assure 
that  the  information  is  accurate  and  up-to-date.  Plus,  in-market  representatives 
see  that  we  start  with  complete  and  current  newspapers,  direct  mail  and  weekhes. 

The  information  is  just  part  of  the  story.  Our  regional  teams  support  only 
newspapers,  so  they  understand  your  business.  They’ll  identify  new  revenue  opportunities. 
Present  new  ideas.  And  help  you  compete  against  other  media. 

Get  a  grip  on  your  market  with  CMR  today.  Tap  your  market’s  full  potential  and 
focus  on  your  strengths.  CMR.  We  dehver  to  the  newspaper  industry. 


COMPETITIVE  MEDIA  REPORTING 

??7juiUh  ym^^6iitf^viec(r~ 


Visit  us  at  www.cmr.com  or  call  888-267-4555.  Competitive  Media  Reporting  is  a  VNU  Marketing  Information  Services  company. 
©  1 998  Competitive  Media  Reporting 
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August  1995. 

There,  we  said  it. 

As  paper  prices  skyrocketed, 
companies  Wished  they  had 
protected  themselves. 

That  is  called  hindsight. 

Today  you  can  do 
something,  by  "locking  in" 
paper  prices. 

As  the  largest  provider 
of  risk  management  services 
to  paper  users,  Enron  can 
protect  you  and  your  profits 
from  fluctuating  markets, 
allowing  you  to  better 
plan  for  the  future.  And 
ironically,  while  prices  are 
low,  you  can  obtain  a  better 
long-term  arrangement. 

When  the  market  rises 
again,  that  will  be  called 
foresight. 

To  see  the  possibilities 
pulp  and  paper  risk 
management  can  offer 
your  company,  contact  the 
people  who  invented  it. 
Enron,  1  888  ENRON  41,  or 
visit^www.  paper,  enron.com 


Natural  gas.  Electricity. ' 
Endless  possibilities.  " 
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1991  1997  NEWSPAPER  TELEVISION  RADIO  MAGAZINE  OUTDOOR 


RANK  RANK 

ADVERTISER 

Dollars  speat 

Share  of 

Dollars 

Share 

Dollars 

Skart 

Dollars 

Share 

Dollars 

Share 

TOTAL 

(ia  thoesaeds) 

ad  spending 

39 

21 

BEUATUNTICIIYNEX  MOBILE 

1998 

38,008.5 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

38,008.5 

WIREUSS  SERVICES 

1997 

51,306.2 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

51,306.2 

40 

61 

HERTZ  RENT-A-CAR 

1998 

37,681.1 

51.5% 

26,661.1 

36.4% 

2,878.2 

3.9% 

5,554.6 

7.6% 

376.6 

0.5% 

73,151.6 

1997 

23,182.1 

45.7% 

20,477.7 

40.4% 

1,610.4 

3.2% 

5,113.0 

10.1% 

336.8 

0.7% 

50,720.0 

41 

44 

PC  RICHARD  t  SON 

1998 

36,954.1 

95.6% 

1,705.7 

4.4% 

0.0 

0.0% 

0.0 

0.0% 

14.1 

0.0% 

38,673.9 

1997 

30,647.1 

97.0% 

949.1 

3.0% 

2.8 

0.0% 

0.0 

0.0% 

5.4 

0.0% 

31,604.4 

42 

54 

NEXTEL  CELLULAR  SERVICES 

1998 

35,426.4 

61.4% 

16,538.0 

28.7% 

666.8 

1.2% 

33.1 

0.1% 

5,017.6 

8.7% 

57,681.9 

1997 

25,085.7 

62.8% 

11,081.9 

27.7% 

2,617.5 

6.5% 

93.6 

0.2% 

1,086.4 

2.7% 

39,965.1 

43 

26 

SOUTHWEST  AIRLINES 

1998 

33,844.5 

31.6% 

61,899.7 

57.7% 

7,119.0 

6.6% 

1,284.8 

1.2% 

3,103.5 

2.9% 

107,251,5 

1997 

41,865.9 

42.5% 

48,424.2 

49.2% 

4,243.2 

4.3% 

1,100.3 

1.1% 

2,792.9 

2.8% 

98,426.5 

44 

38 

BELLSOUTH  MOBILIH 

1998 

32,590.8 

65.0% 

12,920.9 

25.8% 

3,496.0 

7.0% 

41.8 

0.1% 

1,101.4 

2.2% 

50,150.9 

CELLULAR  SERVICE 

1997 

33,915.6 

67.2% 

12,636.9 

25.0% 

2,983.3 

5.9% 

0.0 

0.0% 

913.3 

1.8% 

50,449.1 

45 

97 

GTE  WIRELESS  CENTER 

1998 

31,818.2 

99.8% 

2.9 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

54.8 

0,2% 

31,875.9 

1997 

15,677.8 

100.0% 

6.3 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

15,684.1 

46 

27 

CELLULAR  ONE  CELLULAR  SERVICE 

1998 

30,968.3 

57.8% 

19,185.6 

35.8% 

572.8 

1.1% 

0.0 

0.0% 

2,845.9 

5.3% 

53,572.6 

1997 

41,584.1 

64.6% 

19,917.1 

31.0% 

580.3 

0.9% 

0.0 

0.0% 

2,246.4 

3.5% 

64,327.9 

47 

60 

ECKERD 

1998 

30,679.3 

71.9% 

9,898.0 

23.2% 

1,215.0 

2.8% 

19.3 

0.0% 

886.3 

2.1% 

42,697.9 

1997 

23,365.9 

48.8% 

21,500.9 

44.9% 

1,567.2 

3,3% 

0.0 

0.0% 

1,425.0 

3.0% 

47,859.0 

48 

49 

FAMOUS-BARR  CO 

1998 

30,438.2 

91.5% 

1,640.0 

4.9% 

1,121.6 

3.4% 

35.2 

0.1% 

22.8 

0.1% 

33,257.8 

1997 

28,364.1 

91.4% 

1,923.1 

6.2% 

740.8 

2.4% 

0.0 

0.0% 

16.7 

0.1% 

31,044.7 

49 

75 

BRANDSMART 

1998 

30,321.1 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

30,321.1 

1997 

20,393.4 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

20,393.4 

50 

74 

NORTHWEST  AIRLINES 

1998 

29,459.0 

56.2% 

8,961.9 

17.1% 

3,930.4 

7.5% 

9,516.4 

18.1% 

571.7 

1.1% 

52,439.4 

1997 

20,467.0 

54.1% 

3,939.8 

10.4% 

3,657.5 

9.7% 

9,395.1 

24.8% 

401.4 

1.1% 

37,860.8 

51 

31 

PRIMECO  DIGITAL  SERVICE 

1998 

29,429.5 

67.0% 

1U11.7 

25,5% 

2,102.0 

4.8% 

0.0 

0.0% 

1,152.2 

2.6% 

43,895.4 

1997 

40,118.3 

68.3% 

14,674.9 

25.0% 

2,435.5 

4.1% 

22.8 

0.0% 

1,525,4 

2.6% 

58,776.9 

52 

76 

FIRST  UNION  NATL  BANK 

1998 

28,321.5 

67.5% 

13,608.5 

32.4% 

0.0 

0.0% 

0.0 

0.0% 

49.8 

0.1% 

41,979.8 

1997 

20,195.8 

86.6% 

3,114.7 

13.4% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

23,310.5 

53 

48 

BURDINES 

1998 

28.272.7 

76.5% 

8,519.5 

23.0% 

0.0 

0.0% 

175.7 

0.5% 

0.0 

0.0% 

36,967.9 

1997 

29,119.2 

78.4% 

8,002.9 

21,6% 

0.0 

0.0% 

11.8 

0.0% 

0.0 

0.0% 

37,133.9 

54 

83 

RITE  AID 

1998 

27,607.1 

32.6% 

46,163.3 

54.4% 

604.2 

0.7% 

7,517.5 

8.9% 

2,913.7 

3.4% 

84,805.8 

1997 

18,762.9 

44.5% 

14,837.6 

35.2% 

375.3 

0.9% 

6,408.5 

15.2% 

1,737.4 

4.1% 

42,121.7 

55 

55 

KAUFMANNS  CO 

1998 

27,590.4 

91.7% 

2,388.6 

7.9% 

0.0 

0.0% 

46.4 

0.2% 

58.5 

0.2% 

30,083.9 

1997 

24,967.3 

91.8% 

2,177.6 

8.0% 

0.0 

0,0% 

19.5 

0.1% 

47.8 

0.2% 

27,212.2 

56 

20 

WI2  ELECTRONICS  STORES 

1998 

26.879.8 

80.3% 

6,538.4 

19.5% 

51.1 

0.2% 

0.0 

0.0% 

0.0 

0.0% 

33,469.3 

1997 

54,004.7 

75.5% 

17,559.9 

24.5% 

4.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

71,568.6 

57 

40 

KROGER 

1998 

26,643.1 

58.2% 

16,159,2 

35.3% 

397.7 

0.9% 

178.1 

0.4% 

2,428.4 

5.3% 

45,806.5 

1997 

33,278,8 

66.6% 

14,122.6 

28.3% 

425.2 

0.9% 

112.0 

0.2% 

2,029.1 

4.1% 

49,967,7 

58 

110 

NATIONSBANK 

1998 

26,543.1 

62.6% 

6,996.4 

16.5% 

5,944.0 

14.0% 

1,053.7 

2.5% 

1,873.3 

4.4% 

42,410.5 

1997 

14.468.8 

52.3% 

7,673.6 

27.7% 

3,519.0 

12.7% 

1,495.6 

5.4% 

527.8 

1.9% 

27,684.8 

59 

52 

LEVITZ 

1998 

25,220.8 

52.5% 

17,776.3 

37.0% 

4,968.2 

10.4% 

0.0 

0.0% 

34.9 

0.1% 

48,000.2 

1997 

25,580.5 

55.0% 

9,276.6 

20.0% 

10,751.6 

23.1% 

789.9 

1.7% 

73.8 

0.2% 

46,472.4 

60 

51 

RICHS 

1998 

25,030.8 

86.6% 

2,883.7 

10.0% 

503.5 

1.7% 

473.7 

1.6% 

9.0 

0.0% 

28,900.7 

1997 

25,730.2 

87.6% 

2,936.1 

10.0% 

525.1 

1.8% 

189.6 

0.6% 

6.5 

0.0% 

29,387.5 

61 

56 

NORDSTROM 

1998 

24,528.4 

59.6% 

49.7 

0.1% 

6,674.9 

16.2% 

9,638.8 

23.4% 

238.4 

0.6% 

41,130.2 

1997 

24,768.1 

55.8% 

105.7 

0,2% 

5,380.0 

12.1% 

13,958.2 

31.5% 

169.8 

0.4% 

44,381.8 

62 

63 

HBO  CABLE  TV 

1998 

24,524.0 

25.7% 

29,%1.9 

31.4% 

5,385.6 

5.6% 

33,746  8 

35.3% 

1,892.6 

2.0% 

95,510.9 

1997 

22,950.6 

20.9% 

44,098.2 

40.2% 

4,589.6 

4.2% 

37,582.5 

34.3% 

357.4 

0.3% 

109,578.3 

63 

76 

FIRST  UNION  BANK 

1998 

24,523.5 

91.7% 

0.0 

0.0% 

1,971,6 

7.4% 

128.9 

0.5% 

129.6 

0.5% 

26,753.6 

1997 

20,195.8 

86.6% 

3,114.7 

13.4% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

23,310.5 

64 

79 

BOSCOVS 

1998 

24,342.4 

82.1% 

5,291.6 

17.9% 

0.0 

0.0% 

0.0 

0.0% 

6.2 

0.0% 

29,640.2 

1997 

19,707.7 

83.4% 

3,903.5 

16.5% 

0.0 

0.0% 

0.0 

0.0% 

23.0 

0.1% 

23,634.2 

65 

53 

WASHINGTON  MINT 

1998 

24,062.3 

95.6% 

0.0 

0.0% 

0.0 

0.0% 

1,105.7 

4,4% 

0.0 

0.0% 

25,168.0 

1997 

25,109.7 

96.3% 

0.0 

0.0% 

0.0 

0.0% 

959.9 

3.7% 

0.0 

0.0% 

26,069.6 

66 

42 

CALDOR 

1998 

24,011.7 

94.2% 

1,156.5 

4.5% 

310.9 

1.2% 

0.0 

0.0% 

0.0 

0.0% 

25,479.1 

1997 

32,262.7 

90.4% 

2,793.9 

7.8% 

624.1 

1.7% 

0.0 

0.0% 

0.0 

0.0% 

35,680.7 

67 

69 

PRAVACHOL  CHOLESTEROL  RX 

1998 

23,875.6 

40.0% 

22,808.4 

38.2% 

220.7 

0.4% 

12,727.4 

21.3% 

0.0 

0.0% 

59,632.1 

1997 

21,305.7 

32.0% 

7,623.8 

11.5% 

0.0 

0.0% 

37,581.8 

56.5% 

8.0 

0.0% 

66,519.3 

68 

65 

STAPLES 

1998 

23,799.2 

29.8% 

52,272.8 

65.5% 

3,676.5 

4.6% 

0.0 

0.0% 

58.0 

0.1% 

79,806.5 

1997 

22,505.0 

35.2% 

37,275.0 

58.4% 

4,032.0 

6.3% 

14.2 

0.0% 

41.5 

0.1% 

63,867.7 

69 

67 

DISH  NETWORK  SATEUITE  SYSTEM 

1998 

23,768.0 

64.2% 

433.7 

1.2% 

8,146.8 

22.0% 

4,665.1 

12.6% 

22.8 

0.1% 

37,036.4 

1997 

22,367.8 

64.9% 

2,275.6 

6.6% 

2.4 

0.0% 

9,815.3 

28.5% 

13.5 

0.0% 

34,474.6 

70 

73 

HAVERTYS  FURNITURE  STORES 

1998 

23,629.2 

70.9% 

9,549.5 

28.6% 

0.0 

0.0% 

142.2 

0.4% 

18.5 

0.1% 

33,339.4 

1997 

20,514.9 

74.1% 

7,116.1 

25.7% 

0.0 

0.0% 

49.5 

0.2% 

11.4 

0.0% 

27,691.9 

71 

108 

UNITED  AIRLINES 

1998 

23,280.4 

38.4% 

27,754.0 

45.8% 

1,195.3 

2.0% 

7,366.2 

12.1% 

1,047.6 

1.7% 

60,643.5 

1997 

14,601.7 

23.3% 

28,195.1 

45.0% 

532,1 

0.8% 

18,281.5 

29.2% 

994.0 

1.6% 

62,604.4 

72 

46 

OSKMANS  SPORTING  GOODS 

1998 

23,236.3 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

23,236.3 

1997 

30,048.4 

99.6% 

82.1 

0.3% 

19.7 

0.1% 

0.0 

0.0% 

14.7 

0.0% 

30,164.9 

73 

244 

BUICK  AUTOS 

1998 

22,661.8 

32.1% 

46,956.6 

66.6% 

0.0 

0.0% 

535.0 

0.8% 

367.8 

0.5% 

70,521.2 

1997 

8,165.1 

39.6% 

11,450.7 

55.5% 

0.0 

0.0% 

564.6 

2.7% 

445.4 

2.2% 

20,625.8 

74 

81 

BIG  5  SPORTING  GOODS 

1998 

22,415.0 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

22,415.0 

1997 

18,832.4 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

18,832.4 

75 

45 

COMPUTER  CITY 

1998 

22,277.4 

88.5% 

1,779.6 

7.1% 

291.6 

1.2% 

759,5 

3.0% 

70.3 

0.3% 

25,178.4 

1997 

30.368.5 

98.1% 

28.6 

0.1% 

366.5 

1.2% 

159.6 

0,5% 

26.2 

0.1% 

30,949.4 

76 

161 

FORD  AUTOS  t  TRUCKS 

1998 

21.641.1 

29.8% 

44,366.2 

61.1% 

1,416.3 

2.0% 

263.0 

0.4% 

4,898.3 

6.7% 

72,584.9 

1997 

10,631.4 

42.0% 

10,442.3 

41.3% 

0.0 

0.0% 

2,083.7 

8.2% 

2,147.4 

8.5% 

25,304.8 

77 

123 

ROGERS  t  WEBSTER  RECORDINGS 

1998 

21,265.1 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

21,265.1 

1997 

13,322.1 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

13,322.1 

78 

72 

STRAWBRIDGES 

1998 

21,123.7 

89.3% 

2,459.5 

10.4% 

0.0 

0.0% 

0.0 

0.0% 

59.0 

0.2% 

23,642.2 

1997 

20,796.9 

91.6% 

1,917.5 

8.4% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

22,714.4 

79 

70 

GIANT  FOOD  STORES 

1998 

20,992.1 

89.5% 

2,059.4 

8.8% 

162.3 

0.7% 

0.0 

0.0% 

232.4 

1.0% 

23,446.2 

1997 

21,173.3 

88.6% 

2,513.8 

10,5% 

188.3 

0.8% 

0.0 

0.0% 

13.4 

0.1% 

23,888.8 

80 

122 

LOWES  BUILDING  SUPPLY 

1998 

20,913.9 

35.6% 

30,560.3 

52.1% 

158.1 

0.3% 

5,145.6 

8.8% 

1,890.8 

3.2% 

58,668.7 

1997 

13,352.0 

31.7% 

21,802.3 

51.7% 

0.0 

0.0% 

6,150.3 

14.6% 

867.9 

2.1% 

42,172.5 

Continued  on  Page  48 
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able  and  was  assumed  to  be  zero.  Last  year, 
Evista  spent  more  than  $19  million  on 
newspaper  advertising  and  AT&T  Wireless 
Stores  spent  more  than  $18  million. 

AT&T  Long  Distance,  another  brand  of 
AT&T,  was  third  in  the  list  of  brands  with 
the  biggest  increases  in  the  number  of 
percentage  points  of  media  share  that 


went  to  newspapers.  It  had  an  increase  of 
41.4  percentage  points,  spending  more 
than  $18  million  last  year,  a  one-year 
increase  of  almost  $4  million. 

The  biggest  decrease  in  the  number  of 
percentage  points  of  share  for  newspapers 
was  Hilton  Hotels,  with  a  drop  of  41  per¬ 
centage  points.  Hilton  Hotels’  advertising 
budget  almost  doubled  last  year,  going 
from  just  over  $19  million  to  more  than 


$38  million,  but  the  portion  spent  on 
newspapers  increased  only  slightly,  going 
from  over  $17  million  to  over  $18  million. 

“At  least  in  the  short  term,  the  newspaper 
industry  is  a  very  healthy  business,”  says 
CMR’s  Miller.  “In  our  lifetimes,  there  are 
lots  of  people  who  are  still  going  to  be  read¬ 
ing  newspapers,  and  there  are  lots  of  adver¬ 
tisers  who  are  going  to  want  to  reach  that 
audience.”  WM 


TOP  10  DECREASES 

OUTDOOR 

1998 

ADVERTISER 

%  POINT 

RANK 

(Parent  company) 

DECREASE 

76 

FORD  AUTO  &  TRUCKS(Ford  Motor  Co.) 

-1.8 

73 

BUICK  AUTOS  (General  Motors  Corp.) 

-1.7 

24 

OFFICEMAX  (OfficeMax  Inc.) 

-1.6 

98 

PNC  BANK  (PNC  Bank  Corp.) 

-1.4 

47 

ECKERD  (JC  Penney  Co.) 

-0.9 

86 

MARRIOn  HOTELS  (Marriott  Inti.  Inc.) 

-0.8 

11 

SPRINT  CELLUUR  SERVICE  (Alltel) 

-0.7 

54 

RITE  AID  (Rite  Aid  Corp.) 

-0.7 

40 

HERTZ  RENT-A-CAR  (Ford  Motor  Co.) 

-0.2 

29 

RADID  SHACK  (Tandy  Corp.) 

-0.1 

TOP  10  INCREASES 

OUTDOOR 

1998 

ADVERTISER 

%  POINT 

RANK 

(Parent  company) 

INCREASE 

85 

EVISTA  OSTEOPOROSIS  RX  (Eli  Lilly  &  Co.) 

100.0 

92 

AT&T  WIRELESS  STORES  (AT&T  Corp.) 

100.0 

95 

HOLIDAY  INNS  (Bass  PLC) 

12.0 

42 

NEXTEL  CELLULAR  (Nextel  Communications) 

6.0 

91 

AT&T  LONG  DISTANCE  (AT&T  Corp.) 

3.9 

100 

CITIBANK  (Citigroup  Inc.) 

2.6 

58 

NATIONSBANK  (Bank  of  America) 

2.5 

46 

CELLULAR  ONE  CELLULAR  (SBC  Communications)  1.8 

62 

HBO  CABLE  TV  (Time  Warner  Inc.) 

1.7 

57 

KROGER  (Kroger  Co.) 

1.2 

TOP 
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V  Advertiser  Bf  nds 
Newspapers 

/ 

Source:  Competilive  Media  Reporling  I 

1998 

1997 

NEWSPAPER 

TELEVISION 

RADIO 

MAGAZINE 

OUTDOOR 

i 

RANK  RANK 

ADVERTISER 

Oollirs  spent 

Share  of 

Dollars 

Share 

Dollars 

Share 

Dollars 

Share 

Dollars 

Share 

TOTAL  1 

(in  thottsends) 

•d  spending 

1 

81 

80 

MARSHALL  FIELDS  CO 

1998 

20.761.8 

79.5% 

5,174.1 

19.8% 

0.0 

0.0% 

806 

0.3% 

90,5 

0.3% 

26.107.0  1 

1997 

18.917.8 

76.8% 

5.266.1 

21.4% 

0.0 

0.0% 

430.8 

1.7% 

3.9 

0.0% 

24.618.6  1 

82 

111 

lEEP  GRAND  CHEROKEE 

1998 

20.202.0 

14.8% 

83,879.2 

61.5% 

17.2 

0.0% 

31.598.0 

23.2% 

669.0 

0.5% 

136.365.4  1 

1997 

14.330.8 

15.8% 

46,179.4 

51.0% 

4.484.0 

5.0% 

25.483.8 

28.2% 

0.0 

0.0% 

90,478.0  1 

83 

528 

WASHINGTON  MUTUAL  SAVINGS 

1998 

19.930.5 

51.5% 

10,735.8 

27,7% 

5,860.2 

15,1% 

0.0 

0.0% 

2,206.6 

5.7% 

38.733.1  1 

1997 

4.033.1 

60.5% 

774.9 

11.6% 

1,530.2 

23.0% 

0.0 

0.0% 

323.9 

4,9% 

6.662.1  1 

84 

86 

lA-Z-OOY  FURNITURE  GALLERIES 

1998 

19.764.7 

68.5% 

8.986.5 

31.1% 

0.0 

0.0% 

0.0 

0.0% 

117.2 

04% 

28.868.4  1 

1997 

17.501.8 

66.2% 

8,939.8 

33.8% 

0.9 

0.0% 

0.0 

0.0% 

8.0 

0.0% 

26.449.6  1 

85 

N/A 

EVISTA  OSTEOPOROSIS  RX 

1998 

19.541.0 

50.3% 

0.0 

0.0% 

0.0 

0.0% 

19,335.2 

49.7% 

0.0 

0.0% 

38.876.2 

1997 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

86 

101 

MARRIOn  HOTELS 

1998 

19.355.8 

50.0% 

4,801.6 

12.4% 

1.086.9 

2.8% 

13,307.2 

34.4% 

182.0 

0.5% 

38,733.5 

1997 

15.399.8 

63  0% 

6,190.5 

25.3% 

394.5 

1.6% 

2,125.0 

8.7% 

328.2 

1.3% 

24,438.0 

87 

667 

GATEWAY  COMPUTER  STORES 

1998 

19.184.5 

71.5% 

0.0 

0.0% 

7,614.3 

28.4% 

0.0 

0.0% 

35.7 

0.1% 

26,834,5 

1997 

3.308.3 

60.3% 

0.0 

0.0% 

2,175.3 

39.7% 

0.0 

0.0% 

0.0 

0.0% 

5,483.6 

88 

41 

AIRTOUCH  CELLULAR  SERVICE 

1998 

19.085.2 

28.2% 

43.057.7 

63.7% 

3.767.7 

5.6% 

16.2 

0.0% 

1,663.7 

2.5% 

67.590.5 

1997 

33.004.4 

44.5% 

36,799.7 

49.6% 

2,719.1 

3.7% 

14.8 

0.0% 

1,609.2 

2.2% 

74.147.2 

89 

129 

GATEWAY  COMPUTERS 

1998 

19.083.7 

%.8% 

0.0 

0.0% 

621.4 

3.2% 

0.0 

0.0% 

15.1 

0.1% 

19,720.2 

1997 

12,703.7 

994% 

0.0 

0.0% 

80.2 

0.6% 

0.0 

0.0% 

2.9 

0.0% 

12.786.8 

90 

116 

WAL-MART 

1998 

18.661.0 

8.0% 

198.570.4 

85.7% 

2,027.3 

0.9% 

12.375.9 

5.3% 

191.9 

0.1% 

231,826.5 

1997 

14.033  8 

8.5% 

146,076.8 

88.6% 

167.4 

0.1% 

4,525.7 

2.7% 

57.3 

0.0% 

164.861.0 

91 

106 

ATtT  LONG  DISTANCE 

1998 

18.566.0 

84  0% 

10.0 

0.0% 

0.0 

0.0% 

196.8 

0.9% 

3,332.1 

15.1% 

22,104.9 

1997 

14,639.1 

42.6% 

15,010.5 

43.7% 

0.0 

0.0% 

869.3 

2.5% 

3.867.5 

11.2% 

34.386.4  1 

92 

N/A 

AT8T  WIRELESS  STORES 

1998 

18.4082 

100.0% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

6.6 

0.0% 

18.4148  1 

1997 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A 

N/A  1 

93 

89 

HILTON  HOTELS 

1998 

18,375.5 

48.1% 

2.652.0 

69% 

0.0 

0.0% 

16,507,3 

43.2% 

690.7 

1.8% 

38.225.5  1 

1997 

17,139.8 

89.1% 

452.4 

2.4% 

0.0 

0.0% 

1,3%.8 

7.3% 

237.2 

1.2% 

19.226.2  1 

94 

82 

AMERICAN  EXPRESS  CREDIT  CARD 

1998 

17,979  8 

13.7% 

105.079.3 

79.9% 

2,371.3 

1.8% 

5.661.0 

4.3% 

463.5 

0.4% 

131,554,9  1 

1997 

18.792.1 

149% 

96,054.9 

76.3% 

3,272.2 

2.6% 

7,675.8 

61% 

50.0 

0.0% 

125,845.0  I 

95 

62 

HOLIDAY  INNS 

1998 

17,%2.4 

36.8% 

13,373.7 

27.4% 

1,264.5 

2.6% 

4,509.4 

9,2% 

11,701.5 

24.0% 

48,811.5  I 

1997 

23,006.8 

46.1% 

14,863.5 

29.8% 

0.0 

0.0% 

6,077.7 

12.2% 

5,965.1 

12.0% 

49,913.1  1 

96 

100 

CARSON  PIRIE  scon 

1998 

17,924.5 

87.5% 

2.444.0 

11.9% 

77.1 

0.4% 

31.9 

0.2% 

0.0 

0.0% 

20,477.5  1 

1997 

15.4566 

81.0% 

3,529.9 

18.5% 

94.1 

0.5% 

0.0 

0.0% 

0.0 

00% 

19.080.6  1 

97 

133 

UPTONS 

1998 

17,911.4 

85.5% 

2.968.3 

14.2% 

49.5 

0.2% 

0.0 

0.0% 

17.0 

0.1% 

20,946.2  f 

1997 

12,157.4 

76.9% 

3,622.7 

22.9% 

0.0 

0.0% 

0.0 

0.0% 

35.0 

0.2% 

15.815.1  1 

98 

219 

PNC  BANK 

1998 

17,816.7 

76.8% 

2,824.4 

12.2% 

2,125.5 

9.2% 

00 

0.0% 

4284 

1.8% 

23,195.0  1 

1997 

8.691.6 

75.6% 

1.082.3 

9.4% 

1.254.5 

10.9% 

101.1 

0.9% 

373.8 

3.2% 

11,503.3  1 

99 

50 

TOYS  R  US 

1998 

17.760.2 

25.5% 

45,807.7 

65.7% 

4,723.1 

6.8% 

1.434.1 

2.1% 

20.7 

0.0% 

69,745.8 

1997 

26,031.4 

39.0% 

31.449.2 

47.2% 

5,031.8 

7.5% 

4,175.1 

6.3% 

0,0 

0.0% 

66.687.5 

100 

118 

CITIBANK 

1998 

17,733.0 

73.2% 

4,494.8 

18.6% 

330.4 

1.4% 

768.9 

3.2% 

893.0 

3.7% 

24,220.1 

1997 

13,524.4 

83.7% 

1,904.2 

11.8% 

226.5 

1.4% 

327.4 

2.0% 

178.2 

1.1% 

16,160.7 

TOP  tea  TOTAL 

1998 

5.056,075.2 

61.6% 

2.410,501.6 

29.4% 

284,995.5 

3.5% 

390.593.3 

4.8% 

66.470.6 

0.8% 

8,208,636.2 

1997 

4.553.616.6 

61.8% 

2.178,082.3 

29.5% 

255,035.7 

3.5% 

344.677.1 

4.7% 

40.169.2 

C.5% 

7,371,580.9 

ALL  OTHCR  TOTAL 

1998 

14.746.156.3 

20.7% 

38,711,862.1 

54.5% 

2.578,858.8 

3.6% 

13,389,655.8 

18.8% 

1,660.349.8 

2.3% 

71,086,882.8 

1997 

13,890.620.8 

21 1% 

35,878,553.4 

54.5% 

2,294,845.4 

3.5% 

12,356,379.5 

18.8% 

1,422,674.8 

2.2% 

65,843,073.9 

BRAMO  TOTAL 

1998 

19,802,231.5 

25.0% 

41,122,363.7 

51.9% 

2,863.854.3 

3.6% 

13,780,249.1 

174% 

1,726,820.4 

2.2% 

79,295,519.0 

1997 

18,444.237.4 

25.2% 

38,056.635.7 

52  0% 

2,549.881.1 

3.5% 

12,701,056.6 

17.3% 

1.462.844.0 

2.0% 

73,214,654.8 

48 
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Trade  Show  Ernest  N.  Moriat  Convention  C 


SPECIALREPORT  by  Allan  Wolper 

The  locals  are  restless 

New  York  press  feels  left  out  of  the  swarm  surrounding  the  first  lady 


ONEONTA,  N.Y.  —  They  stand  shoul¬ 
der  to  shoulder,  tape  recorder  to  tape 
recorder,  camera  to  camera,  behind  a  rut 
in  the  dirt  road  of  the  900-acre  farm  of 
U.S.  Sen.  Daniel  Patrick  Moynihan  in 
nearby  Pindars  Comers. 

A  platoon  of  photographers  snap  their 
electronic  shutters  as  one  when  Moynihan 
and  first  lady  Hillary  Rodham  Clinton  begin 
a  leisurely  100-yard  walk  to  a  microphone 
set  up  across  from  250  massed  journalists. 
It  is  imperative  the  pictures  are  shot  in  the 
shade  because  her  contacts  cause  her  to 
squint  when  she  faces  the  sun. 

“She  Just  can’t  see  anything,”  says 
Neel  Lattimore,  the  logistics  director  of 
the  Clinton  campaign,  in  a  debriefing 
session  to  press  photographers  the 
night  before. 

The  plan  works  perfectly.  The 
staged  stroll  is  published  on  front 
pages  across  the  country  and  around 
the  world.  And  the  stories  say  pretty 
much  the  same  thing:  Moynihan  is 
enthusiastically  endorsing  Clinton 
for  the  Senate  seat  he  will  relinquish 
next  year.  Gabe  Pressman,  the 
WNBC-TV  news  reporter  who  has 
covered  New  York  politics  for  40 
years,  shakes  his  head  in  disgust  at 
the  busloads  of  journalists  squeezed 
together  at  the  side  of  the  road. 

“All  reporters  are  covering  the  same 
story  endlessly,”  he  laments  to  col¬ 
leagues  in  a  remark  the  Gannett  news¬ 
paper  chain  publishes  throughout  the 
state.  “It’s  disheartening  for  those  who  be¬ 
lieve  in  real  journalism.” 

Clinton,  who  is  still  weeks  away  from 
formally  becoming  the  first  first  lady  to  run 
for  the  U.S.  Senate,  is  embarking  this  July  7 
on  a  96-hour  “listening  tour”  of  New  York 
in  a  state  she  has  neither  lived  or  worked  in. 

She  is  followed  by  an  international 
press  corps  that  fills  four  chartered  buses, 
assorted  private  and  rental  cars,  and  a 
dozen  satellite  TV  trucks.  There  are  so 
many  media  that  Clinton  spokesman 
Howard  Wolfson  claims  he  had  to  create  a 
daily  press  pool  on  the  trip  —  a  rarity  in 
New  York  politics. 

The  state  campaign  also  is  the  first  one  in 
memory  to  involve  the  Secret  Service, 
whose  treatment  of  the  press  on  a  previous 


upstate  visit  led  to  an  apology  from  the 
White  House.  The  only  reported  security 
problem  during  this  trip  involves  a  student 
driving  around  the  campus  of  the  State 
University  of  New  York  at  Oneonta. 
“People  said  he  was  acting  strangely,  and 
they  grabbed  him,”  says  Scott  Christianson, 
a  senior  editor  at  The  Empire  State  Report, 
who  witnessed  the  incident. 

Scott  Scherhaufer,  a  campus  police 
officer,  says  the  young  man  was  ques¬ 
tioned  and  later  released. 

COURTING  THE  PRESS 

Clinton  aides  acknowledge  the  first 
lady’s  trek  around  the  central  tier  of 
upstate  New  York  is  aimed  as  much  at  the 


reporters  in  the  area  as  the  voters. 

The  perception  in  many  of  these  news¬ 
rooms  is  that  Hillary  Clinton  is  more  com¬ 
fortable  talking  to  Dan  Rather  and  Diane 
Sawyer  than  journalists  from  Niagara  Falls 
and  Utica.  These  joumali.sts  each  are  wait¬ 
ing,  somewhat  impatiently,  for  a  chance  to 
sit  down  for  a  one-on-one  interview  with 
her.  They  say  they  want  to  ask  her  ques¬ 
tions  about  her  husband’s  economic  poli¬ 
cies  that  have  kept  upstate  New  York  in 
49th  place  in  job  growth  in  America. 

“Buffalo  had  a  population  of  600.000,” 
says  Robert  McCarthy,  political  writer  for 
The  Buffalo  News.  “Now  that  is  down  to 
320,(XX).  Many  of  those  people  have  had  to 
move  to  North  Carolina  to  find  jobs.” 

Still,  the  fact  of  the  first  lady’s  national 


stature  has  young  reporters  anxious  to 
attach  their  bylines  and  photo  credits  to  a 
Hillary  Clinton  story.  “It’s  the  biggest  story 
we  might  ever  cover,”  says  Andrew  Tutino, 
a  23-year-old  reporter  for  The  Daily  Star  in 
Oneonta.  “She  is  a  major  celebrity.” 

“When  she  is  at  the  White  House,  the 
Washington  reporters  will  cover  her,”  says 
Rick  Armon,  public  affairs  editor  of  the 
Rochester  Democrat  and  Chronicle.  “When 
she  is  in  Albany,  the  state  reporters  will 
cover  her.  When  she  is  in  Rochester,  the 
local  reporters  will  cover  her.  Everyone 
wants  a  piece  of  this.” 

On  this  campaign  trip  to  Binghamton, 
Oneonta,  Cooperstown,  Utica,  Syracuse, 
and  Albany,  Gannett  sent  journalists  Jay 
Gallagher  and  Noreen  O’Donnell, 
from  its  state  news  service;  Erika 
Rosenberg,  from  the  Democrat  and 
Chronicle-,  and  Samme  Chittum, 
from  the  Binghamton  Press  &  Sun- 
Bulletin. 

A  majority  of  the  20  reporters  and 
editors  who  spoke  to  E&P  say  the 
Senate  campaign  will  be  as  news¬ 
worthy  as  a  presidential  race  if 
Clinton,  a  Democrat  and  wife  of 
President  Clinton,  runs  against 
Rudolph  W.  Giuliani,  a  Republican 
and  mayor  of  New  York  City. 

But  there  are  some  “ifs.” 

Clinton,  who  has  formed  an 
exploratory  committee  that  legally 
allows  her  to  raise  campaign  funds, 
might  still  decide  to  withdraw.  And 
Giuliani  has  to  win  a  Republican  primary 
fight  again.st  Rick  Lazio,  a  congressman 
from  Long  Island. 

The  race,  if  it  materializes,  will  be  a 
nasty  one.  It  is  clear  that  editors  will  revis¬ 
it  the  corruption  scandals  that  led  to 
President  Clinton’s  impeachment. 

“When  I  was  with  Newsday  in  1980, 
we  were  going  to  do  an  investigation  on 
A1  D’Amato’s  ethical  problems,  then 
decided  to  postpone  it.”  says  Rex  Smith, 
managing  editor  of  the  Albany  Times 
Union.  “If  we  had  run  that  story  when  the 
campaign  began,  he  might  never  have 
been  elected  senator. 

“We  will  look  at  all  the  issues  that  have 
come  up  with  the  various  investigations 
of  Hillary  Clinton.  I  think  our  readers 
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don’t  know  much  about  the  specific  alle¬ 
gations  involving  her  law  firm.  We  need 
to  come  back  to  it.” 

Daniel  Lightman,  a  Washington  corre¬ 
spondent  for  The  Hartford  (Conn.)  Cour- 
ant,  agrees  with  Smith’s  assessment,  as  do 
other  White  Hou.se  correspondents. 

“We  sat  through  all  those  hearings  on 
Whitewater,  and  we  never  were  able  to 
ask  Mrs.  Clinton  anything  about  her  role  in 
those  scandals.”  says 
Lightman.  whose  pa¬ 
per  plans  to  cover  the 
entire  Senate  cam¬ 
paign. 

Meanwhile,  New 
York  City  reporters 
who  have  bitterly 
denounced  Giuliani 
for  the  rough  way 
his  police  force  has 
treated  them  —  con¬ 
fiscating  press  cards 
and  stifling  coverage  of  street  crime  and 
accidents  —  may  look  to  get  even. 

“The  reporters  from  Room  9  [the  New 
York  press  corps  office  in  city  hall]  who 
covered  him  as  mayor  will  be  taking  jabs 
at  him  as  a  candidate,”  says  Michael 
Tomasky,  who  writes  the  city  politics  col¬ 
umn  for  New  York  magazine. 

WELCOME  TO  UPSTATE  NEW  YORK 

The  area  newspapers  in  Oneonta  and 
nearby  Cooperstown  greet  Clinton  here 
with  bemused  tolerance.  The  Daily  Star  in 
Oneonta.  with  an  editorial  smile,  promise 
the  locals  will  make  her  feel  at  home. 

“You  were  rai.sed  in  Illinois  and  have 
.spent  almost  your  entire  life  in  Arkansas,  so 
now  you’re  running  for  Senate  ...  in  New 
York?”  asks  the  Star.  “You  have  to  admit 
that  does  sound  a  bit  peculiar,  doesn’t  it?” 

But  the  Star  is  willing  to  pass  on  her 
New  York  homelessness,  if  it  can  be  per¬ 
suaded  she  cares  about  upstate  problems. 
“Now  that  you  know  where  we  live,”  the 
editorial  concludes,  “don’t  be  a  .stranger.” 

The  weekly  Town  Crier  in  Cooperstown 
blanches  at  the  idea  of  “a  carpetbagging 
first  lady”  convincing  upstate  New  Yorkers 
she  cares  about  their  concerns.  But  the 
paper  thinks  her  Senate  hopes  can  energize 
a  depressed  electorate. 

“If  Hillary  Clinton  does  decide  to  mn  for 
Senate  from  New  York,  her  candidacy  may 
prove  to  be  the  impetus  for  some  of  those 
disenchanted  people  to  once  again  become 
involved.”  the  paper  editorializes. 

THE  MOYNIHAN  FARM 

The  first  lady,  standing  alongside  Moyni- 
han  on  his  farm,  surprises  and  pleases  the 
press  pack  when  she  agrees  to  answer  some 
questions.  She  also  confronts  the  issue  of 
her  residency  before  anyone  can  ask  her 


about  it:  “I  suppose  the  questions  on  every¬ 
one’s  mind  are:  Why  the  Senate?  Why  New 
York?  And  why  me?” 

She  uses  a  line  written  for  her  by  press 
spokesman  Wolfson  to  answer  her  own 
question:  “What  I  am  for  is  maybe  as 
important,  if  not  more  important,  than 
where  I’m  from.” 

But  the  first  lady  makes  a  rookie  cam¬ 
paign  mistake:  she  takes  her  first  question 
from  an  NBC  TV 
network  reporter, 
Andrea  Mitchell, 
reinforcing  the  no¬ 
tion  she  is  Wash¬ 
ington  oriented. 

And  the  re¬ 
porters  become 
boisterous. 

“Don’t  you 

think  it  takes  a  lot 
of  chutzpah  for 
someone  who 

doesn’t  live  here  to  run  for  the  Senate,” 
shouts  WNBC’s  Pressman,  who  had  Just 
been  greeted  by  name  by  both  Moynihan 
and  Clinton. 

Moynihan.  the  erstwhile  Harvard  profes¬ 
sor,  shakes  his  finger  at  Pressman.  “This  is 
Delaware  County,  Gabe,  no  one  up  here 
knows  what  that  word  means,”  he  lectures. 
The  next  question,  from  New  York  1  corre¬ 
spondent  Dan  Lewis,  visibly  stuns  Clinton. 
Does  she  feel  that  the  White  House  sex 
scandals  made  her  a  victim? 

“I’m  looking  forward  to  meeting  with 
New  Yorkers.”  she  dodges.  “1  think  they’ll 
have  a  lot  to  tell  me,  what  they  think  of  me 
and  the  positions  I  support.” 

THE  PRESS  POOL 

The  campaign  used  a  press  pool  to 
control  the  early  coverage  of  the  four- 
day  tour,  picking  out  Journalists  they 
thought  needed  an  upclose  look  at  the 
campaign.  “We  picked  people  who  filed 
every  day,”  says  campaign  logistics  di¬ 
rector  Lattimore. 

But  the  rotating  pool  of  15  print  and  elec¬ 
tronic  Journalists  often  included  reporters 
and  photographers  who  were  not  producing 
daily  copy.  The  device  at  first  was  accepted 
reluctantly  by  reporters  —  citing  the  enor¬ 
mous  size  of  the  media  presence.  But  when 
the  pool  reporters  returned  without  ques¬ 
tioning  Clinton,  there  were  protests. 

And  the  non-pool  Journalists  began 
attending  the  scheduled  events  on  their 
own.  These  reporters  said  anti-Clinton 
protesters  claimed  Secret  Service  agents 
were  keeping  them  away  from  the  media. 

In  another  incident,  the  non-pool 
reporters  learned  a  Clinton  visit  to  the 
Bassett  Health  Care  complex  in  Coopers¬ 
town  was  as  much  about  politics  as  it  was 
about  health  issues. 


“The  Clinton  campaign  came  here 
because  we’re  the  only  upstate  teaching 
hospital,”  explains  Michael  R.  Stein,  vice 
president  of  external  affairs.  “1  think  that 
there  might  be  two  more  teaching  hospi¬ 
tals  in  upstate  New  York,  but  1  don’t  know 
their  names,”  he  reconsiders.  But  Stein 
admits  the  fact  that  Hank  Nicols,  the 
Otsego  Democratic  Party  chairman, 
worked  at  Bassett  played  a  role  in  the 
decision  to  hold  a  health-issues  forum 
there.  There  are  at  least  four  other  highly 
respected  teaching  hospitals  in  Rochester, 
Albany,  and  Syracu.se,  a  check  by  E&P 
indicates. 

Lara  Jakes,  a  statehouse  reporter  for  the 
Albany  Times  Union,  says  that  she  and 
other  pool  reporters  did  not  get  a  chance 
to  quiz  Clinton  after  she  spoke  to  people. 
“We  didn’t  get  a  chance  to  ask  her  any 
questions,”  says  Jakes,  who  declined  to 
interview  Clinton  when  the  two  of  them 
met  in  a  restroom.  “It  would  have  been 
inappropriate.” 

Fred  Dicker,  the  New  York  Post  State- 
house  reporter,  believes  reporters  will 
revolt  if  the  Clinton  campaign  continues 
to  employ  press  pools.  “It’s  unheard  of  in 
state  campaigns.”  he  says. 

BY  INVITATION  ONLY 

Press  spokesman  Wolfson  decided  to 
confront  the  complaints  about  Clinton’s 
availability  by  holding  a  New  York-press- 
only  news  conference  with  the  first  lady. 

The  invited  group  included  one  reporter 
each  from  The  New  York  Times,  the 
Albany  Times  Union,  the  Syracuse  news¬ 
papers,  the  New  York  Post,  Newsday,  The 
Associated  Press,  Gannett  News  Service, 
The  Buffalo  News,  the  New  York  Daily- 
News,  and,  with  a  nod  to  local  reporters, 
Oneonta’s  Daily  Star. 

Both  Peter  Rabon,  a  press  coordinator 
for  Clinton,  and  a  Secret  Service  official 
stood  at  the  door  of  the  building  to  keep 
uninvited  reporters  away.  “I  can’t  believe 
this.”  fumed  Tish  Durkin,  a  reporter  for  The 
New  York  Ohserx  er,  an  influential  weekly  in 
New  York  City. 

“1  know  about  health  care  issues.  1  actu¬ 
ally  read  her  original  health  care  plan.  ... 
They  are  in  there  talking  about  it,  and  I  am 
out  here.  I  should  be  in  there.  I  want  to  ask 
her  some  questions.” 

Ron  Scherer,  staff  correspondent  for 
The  Christian  Science  Monitor,  was  puz¬ 
zled  by  the  RSVP  press  conference. 

“That  is  the  non-democratization  of 
information,”  Scherer  says.  “You  can’t 
arbitrarily  pick  media  for  a  news  confer¬ 
ence.  ...  They  say  that  they  wanted  to 
give  local  reporters  a  chance  to  question 
[Clinton].  But  Adam  Nagoumey  [of  The 
New  York  Times]  is  in  there,  and  he  works 
for  a  national  publication.”  Hi 
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KOZ.com  expands  into 
business  Web  sites 


Company  says  a  directory 
product  for  online  news 
sites  is  next  on  agenda 

by  Carl  Sullivan 

KOZ.com  is  branching  out  beyond 
its  original  roots  with  the  latest 
version  of  its  Community  Publish¬ 
ing  System,  which  launched  July  13.  CPS 
4.0  is  designed  to  help  newspapers  better 
serve  local  businesses  and  bring  in  more 
revenues.  And  the  company  .says  it  may 
soon  sign  a  deal  with  another  firm  to  offer 
online  directories  to  newspaper  Web  sites. 

Until  now,  the  Research  Triangle,  N.C.- 
based  company  has  focused  on  helping 
news  Web  sites  build  online  communities, 
ranging  from  Little  League  sports  teams 
to  local  religious  groups.  The  latest 
upgrade  plunges  the  company  headlong 
into  the  realm  of  e-commerce. 

“This  has  been  our  plan  all  along,”  says 
Bruce  Milligan,  vice  president  of  market¬ 
ing.  “It’s  a  natural  evolution  of  the  way 
communities  should  grow.  Community 
comes  first,  and  then  commerce.  No  com¬ 
munity  can  exist  in  the  long  term  without 
the  commercial  aspect  to  it.” 

In  so  doing,  KOZ.com  has  thrown  it.self 
into  a  fierce  game  of  King  of  the  Moun¬ 
tain.  where  several  players  are  decidedly 
further  up  the  slope.  There  are  dozens  of 
software  vendors  and  service  providers 
that  assist  newspapers  in  building  Web 
sites  for  retailers,  setting  up  local  directo¬ 
ries,  creating  online  shopping  malls,  and 
so  forth.  The  question  is:  what  does 
KOZ.com  bring  to  the  table? 

“While  there  are  other  stand-alone 
applications  out  there  —  like  a  home-page 
personalization  tool  or  a  Yellow  Pages 
directory  or  an  auctions  capability  — 
there  is  not  a  completely  integrated  solu¬ 
tion  where  all  of  the  pieces  come  from  the 
point  of  community  publishing,”  Milligan 
says.  He  argues  that  newspapers  using 
CPS  4.0  will  be  able  to  seamlessly  tie  their 
local  business  Web  pages  into  the  re.st  of 
their  sites,  and  that  newspaper  Web  site 
administrators  will  only  have  to  deal  with 
one  set  of  applications  for  both  communi¬ 


ty  groups  and  businesses. 

Milligan  also  believes  the  new  “com¬ 
munity”  features  of  CPS  4.0  will  offer 
something  businesses  can't  get  elsewhere. 


www.Koz.com/custom/naasplash.html 
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“They  can  get  a  home  page  or  a  series  of 
Web  pages  from  another  package,  but  they 
can’t  get  chat  and  calendars  on  their  pages 
—  all  tightly  integrated  into  one  self- 
administered  package.” 

KOZ.com  purchased  the  ichat  product 
line  from  the  Acuity  Corp.  of  Austin. 
Texas,  earlier  this  year,  and  incorporated  it 
into  CPS  4.0.  KOZ  customers  can  now 
offer  live  real-time  chat  rooms  to  commu¬ 
nity  groups  or  businesses.  Sites  can  also 
add  calendars  to  their  pages,  says  Tiffany 
Pirtle,  product  development  director. 

CPS  4.0  provides  new  templates  that 
can  be  configured  to  serve  local  business¬ 
es  or  community  groups  that  might  pay 
for  the  service.  “That  will  allow  a  news¬ 
paper  to  create  new  immediate  revenue 
streams  off  the  platform.”  Milligan  says. 
“The  question  everyone  is  asking  is:  How 
do  we  make  money  off  communities?” 

Some  newspapers  already  answered 
that  question  before  the  latest  version  of 
CPS  rolled  out.  In  New  Jersey,  The  Record 
is  charging  the  Bergen  County  Medical 
Society  for  a  directory-type  service  set  up 
on  the  newspaper’s  Web  site  using 
KOZ.com ’s  la.st  version  of  CPS,  Milligan 


says.  “The  Denver  Post  Online  has  taken 
the  CPS  functionality  and  packaged  it  as 
a  job-listing  service  for  large  local 
employers  and  charged  money  for  that 
service,”  he  adds. 

To  further  the  business  push,  KOZ.com 
has  hired  Kim  Dixon  to  be  senior  director 
of  e-commerce  programs.  Dixon  was  a 
senior  consultant  at  IBM. 

The  installments  of  CPS  4.0  should  be 
in  place  by  the  end  of  August,  though  the 
company  currently  has  a 
lash.html  backlog  of  CPS  3.2 
— '1  implementations.  Mil¬ 
ligan  says  KOZ.com 
wants  to  eventually 
migrate  existing  cus- 

FrietMy.tasyioUse  ^  ^ .  r. 

tomers  to  version  4.0. 

Othancea  Revemte 

The  next  step,  says 
atiHUgmtkm  Milligan,  is  offering  an 

tsign  flexibility  Online  directories  appli¬ 

cation  .so  that  newspa¬ 
pers  can  set  up  their  own 
online  Yellow  Pages  or 
other  databa.ses  for  local 
businesses.  Listings  in 
those  directories  could 
then  link  to  businesses’ 
or  organizations’  Web 
ukozm.  pages.  “That  directory 

_  will  work  alongside 

CPS,”  Milligan  explains. 
He  says  KOZ.com  is  in  the  middle  of 
negotiations  with  an  online  directories 
vendor  that  would  partner  with  KOZ  to 
offer  the  application.  Milligan  wouldn’t 
name  the  vendor. 

One  of  the  leading  directory  providers 
for  the  newspaper  industry  is  the  Zip2  divi¬ 
sion  of  AltaVista.  The  company  “remains 
open  to  the  idea  of  working  with  any  part¬ 
ner,”  says  spokesman  Jack  Mardack.  Zip2 
has  been  developing  its  own  community 
publishing  system  for  about  three  years 
now,  and  will  roll  out  a  community  pub¬ 
lishing  module  for  Homeba.se  within  the 
next  few  weeks. 

Homebase  is  the  local  “portal-in-a-box” 
application  that  Zip2  is  marketing  to  news¬ 
papers.  Several  sites  currently  using 
Homebase,  including  the  new 
houston4u.com  portal,  are  testing  the  com¬ 
munity  publishing  system.  “The  rate  of 
adoption  by  community  groups  has  been 
quite  remarkable,”  Mardack  says. 

Also  news  in  the  community  arena  was 
The  New  York  Times  Co.’s  decision  July 
15  to  buy  Abuzz  Technologies  Inc.,  cre¬ 
ators  of  Beehive,  a  software  application 
for  online  community  groups.  HI 
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Ready  lor  this  year’s 
storm  el  the  century? 


Weather  or  not,  NHC  site 
brings  you  up  to  speed 

by  Charles  Bowen 

At  this  time  of  year,  hurricane  sea¬ 
son  affects  us  all.  Even  if  your 
readers  don’t  live  on  the  ocean 
front,  they  have  relatives  there,  they  vaca¬ 
tion  there,  or  they  have  friends 
who  have  retired  there.  And  in 
the  increasingly  global  econo¬ 
my,  the  whole  world  does  busi¬ 
ness  there. 

So  even  if  yours  is  a  land¬ 
locked  newspaper  in  the  Mid¬ 
west,  you  can  always  find  a 
local  hook  in  the  latest  hurri¬ 
cane.  And  that  is  reason  enough 
to  make  sure  at  least  someone 
on  your  reporting  staff  knows 
how  to  link  up  in  a  hurry  with 
the  famed  National  Hurricane 
Center  (NHC).  Its  Miami-based 
Web  site  gives  you  forecasts  and 
the  tropical  weather  outlook  for 
both  the  Atlantic  and  East 
Pacific  regions,  as  well  as  the 
latest  satellite  imagery,  includ¬ 
ing  pictures  with  animation  and 
color  enhancement. 

And  even  if  there  isn’t  a  — ■“" 
potentially  news-making  storm  on  the 
doorstep,  the  site  has  background  for  all 
kinds  for  weather  stories  and  features  you 
may  be  working  on  this  summer.  For 
instance:  Need  to  know  the  dates,  places, 
and  statistics  for  the  world’s  deadliest 
storms  in  the  past  500  years?  How  about 
the  years  and  categories  of  the  worst  U.S. 
hurricanes  of  the  century?  Are  you  dis¬ 
cussing  property  damage  in  a  storm  story? 

This  site  also  gives  you  details  of  the 
most  costly  hurricanes  in  the  United 
States  since  1900.  You  can  even  use  it  to 
document  the  fact  that  the  top  four  mete¬ 
orological  monsters  (Andrew,  Hugo, 
Fran,  and  Opal)  all  occurred  in  the  past 
decade.  Other  areas  tell  you  which  states 
have  suffered  the  worst  hits,  what  months 
are  most  active  for  the  big  blows,  which 


decades  have  seen  the  worst  storms,  and 
which  storms  have  been  the  mightiest  in 
terms  of  millibars  (units  of  atmospheric 
pressure). 

To  get  started,  visit  the  site  at  http:// 
www.nhc.noaa.gov.  For  current  infor¬ 
mation,  click  on  the  “Active  Cyclones”  link 
at  the  top  of  the  introductory  screen.  A  sub¬ 
sequent  display  offers  links  to  storm  advi¬ 
sories,  graphics,  outlooks,  and  analyses 
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(called  “discussions”)  for  both  the  Atlantic 
and  East  Pacific  regions.  Also  available  on 
the  main  NHC  page  is  a  “Forecasts”  option 
that  produces  a  page  of  links  to  marine 
forecasts  for  the  Atlantic  and  northeastern 
and  southeastern  Pacific  regions,  as  well  as 
aviation  forecasts  for  the  Gulf  of  Mexico, 
Atlantic,  and  Caribbean.  In  addition,  use 
the  page  to  get  rainfall  estimates  in  the 
storm  regions,  sea  temperatures,  and  sur¬ 
face,  wave  and  wind  analyses. 

For  current  storm  graphics,  click  on  the 
introductory  page’s  “Imagery”  button.  You 
then  are  hooked  up  with  latest  eye-in-the- 
sky  pictures  from  the  Geostationary  Satel¬ 
lite  Server  (GOES),  including  infrared  and 
“water  vapor  channel”  images. 

The  hurricane  center  page  is  even  better 
at  producing  material  on  earlier  storm 


years.  Click  on  the  “Past  Seasons”  link 
under  “Historical  Data”  in  the  left-hand 
column  of  the  introductory  page.  The 
resulting  display  provides  links  to  text 
summaries  and  maps  that  track  the  hurri¬ 
canes  of  sjjecific  years.  Using  the  maps  or 
the  text,  click  the  hyperlinked  name  of  any 
storm  to  get  a  detailed  history  of  its 
strength,  destruction,  and  path. 

The  “Historical  Data”  section  also  has 
details  on  particularly  infamous  storms  of 
recent  years  and  offers  tracking  maps  for 
U.S.  storms  back  to  1921.  Need  to  under- 
■stand  some  of  the  statistics  behind  hurri¬ 
canes?  Click  “Climatology”  in  this  sec¬ 
tion.  It  produces  figures  and  tables  des¬ 
cribing  the  progress  of  a  typical  hurricane 
season  in  terms  of  the  total  number  of 
tropical  systems  and  hurricanes  pro¬ 
duced  through  the  year  in  the  Atlantic 
and  East  Pacific  basins.  Also  here  are 
links  to  explanations  of  the  Saffir- 
Simpson  Hurricane  Scale  that  ranks 
hurricanes  from  one  to  five  based  on 
wind  speed. 

Other  uses  for  the  site  in  your 
weather  reporting: 

Click  on  the  home  page’s 
“Glossary”  link  to  get  definitions 
of  hurricane  terms,  from  the  general¬ 
ly  used  “advisories,”  “watches,”  and 
“warnings,”  to  more  esoteric  jargon 
such  as  “vortex  fix,”  and  “eye  wall.” 

2  If  you’re  interested  in  the  activi¬ 
ties  of  the  53rd  Weather  Recon¬ 
naissance  Squadron,  known  as  “The 
Hurricane  Hunters”  of  the  U.S.  Air 
Force  Reserve,  check  out  its  Web 
site  at  http://www.hurricanehunters. 
com  for  the  latest  aircraft  reports, 

- photos  from  past  seasons,  and  fact 

sheets.  This  is  one  you  might  want  to  tell 
your  readers  about,  since  it  has  a  particu¬ 
larly  good  section  of  material  for  kids  and 
a  “cyberflight  into  the  eye,”  using  the 
Web  to  discuss  and  illustrate  how  they  do 
what  they  do. 

3  Finally,  for  hurricane  preparedness 
information,  see  the  American  Red 
Cross’  site  at  http://www.redcross.org/ 
disaster/safety/hurrican.html,  which  has 
material  ranging  from  evacuation  plans 
to  creating  a  disaster  supplies  kit  to  what 
to  do  after  a  hurricane  is  over.  ■! 
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Journal  News  switches  agencies 


Gannett’s  little  giant 
moves  from  Zanzarella 
to  Korey  Kay  &  Partners 
in  wake  of  circulation  slide 

by  Joe  Strupp 

The  Journal  News  of  White  Plains, 
N.Y.,  launched  last  year  after 
Gannett  Suburban  Newspapers 
Inc.  merged  10  dailies  into  one,  has 
dropped  its  longtime  local  marketing 
firm  and  replaced  it  with  a  major  New 
York  advertising  agency. 

The  switch  from  Zanzarella  Marketing 
Consultants  of  nearby  Briarcliff,  N.Y.,  to 
Korey  Kay  &  Partners  of  Manhattan 
comes  in  the  wake  of  a  15%  circulation 
slide  that  began  after  the  newspaper 
group’s  merged  in  October  1998. 

Although  the  combined  publication 
serves  the  same  three  counties  — 
Westchester,  Rockland,  and  Putnam  — 
that  were  covered  by  the  previous  daily 
newspapers,  readership  has  fallen  off. 

“We  felt  that  we  needed  a  major- 
league  promotional  effort  to  communi¬ 
cate  the  enhancement  of  the  paper,”  says 
Bill  Madden,  the  Journal  News'  public 
relations  director. 

“We  think  [Korey  Kay  &  Partners  has] 
the  expertise  to  help  us  in  a  very  com¬ 
petitive  market.” 

Zanzarella  Marketing  Consultants 
president  John  Zanzarella  did  not  return 
calls  for  comment. 

The  Audit  Bureau  of  Circulations 
(ABC)  reports  that  the  10  newspapers 
serving  readers  before  the  merger  had  a 
combined  circulation  of  177,854  in  Sep¬ 
tember  1998,  one  month  prior  to  the  con¬ 
solidation  into  one  newspaper. 

As  of  March  1999,  the  Journal  News 
had  a  150,532  daily  circulation,  accord¬ 
ing  to  the  ABC. 

Korey  Kay  &  Partners,  which  has  han¬ 
dled  a  variety  of  clients  ranging  from  the 
Comedy  Central  cable  TV  network  to 
Mirage  Resorts  since  it  opened  in  1983, 
has  a  total  of  12  clients  currently, 
according  to  executive  vice  president 
Milda  Misevicius. 

Madden  says  the  New  York  firm  had 
provided  some  promotional  help  when  the 


combined  paper  first  launched  but  had  not 
signed  a  long-term  contract  until  April  1, 
when  it  inked  a  one-year  deal. 

Korey  Kay  &  Partners  account  direc¬ 
tor  Rob  Hofferman  would  not  disclose 
the  terms  of  the 
agency’s  agree¬ 
ment  with  the 
newspaper,  but 
says  its  deal 
will  involve 
the  crafting 
of  a  multi- 
media  ad 
blitz  for  the  Journal  News  that  is  likely 
to  span  TV,  radio,  and  the  Internet. 

“We  are  still  planning  it,  and  it  is  still 
scribbles  on  paper,”  notes  Hofferman, 
who  adds  that  strategizing  for  the  new 
campaign  began  June  1.  “We  want  it 


to  happen  sooner  rather  than  later.” 

The  previous  media  campaign  focused  on 
promoting  the  Journal  News  as  a  competitor 
to  laiger  area  dailies,  with  TV  spots  that 
showed  commuters  finding  more  local  news 
in  the  Journal 
News  than  The 
New  York  Times. 
The  new  cam¬ 
paign  also  is 
expected  to 
promote  the 
local  aspects 
of  the  paper. 

Hofferman  would  not  say  how  much 
would  be  spent  on  the  new  promotional 
effort  but  says  it  likely  will  begin  in  late 
1999  or  early  2000. 

“It  will  be  multimedia  and  even  have 
some  non-traditional  elements,”  he  says.  NM 
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Taking  it  to  the  max  in  Minny 

Newspapers  in  the  Twin  Cities  seeking  even  more  Net 
gains  by  promoting  Web  services 


by  Joe  Strupp 

Web  site  masters  at  the 

Minneapolis  Star  Tribune  and 
St.  Paul  Pioneer  Press  not  only 
are  seeking  people  interested  in  Gov. 
Jesse  Ventura,  the  Minnesota  Twins,  and 
the  latest  local  business  ventures,  but  also 
those  looking  for  jobs,  selling  cars,  or 
planning  vacations. 

In  efforts  to  expand  the  audiences  for 
StarTribune.com  and  PioneerPlanet.com, 
two  .separate  promotional  campaigns 
were  recently  launched  that  spotlight 
each  site’s  services  beyond  news  cover¬ 
age. 

Although  local  news  offerings  have 
become  the  bread  and  butter  of  newspa¬ 
per  Web  pages,  site  managers  say  they 
need  to  promote  more  than  just  local  sto¬ 
ries  to  serve  a  competitive,  growing  mar¬ 
ket. 

“The  focus  of  these  spots  is  on  exciting 
new  products  that  we  think  are  important 
for  consumers  to  learn  about,”  says  Tom 
Mohr,  StarTribune.com ’s  senior  vice 
president  of  marketing  and  sales.  “We’ve 


concluded  that  strong  promotion  is  the 
key  to  improving  traffic.” 

The  StarTribune.com  campaign  began 
July  1  with  two  30-second  TV  spots  run¬ 
ning  on  two  local  stations,  according  to 
Mohr.  He  says  a  third  spot  will  be  added  in 
August. 

The  commercials  focus  on  three  ser¬ 
vice-oriented  Web  pages  on  the  newspa¬ 
per's  site:  WorkAvenue,  for  job  searches; 
Cars.com,  for  car  sales;  and  Travel,  for 
vacation  and  business  travel  planning.  The 
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If  you've  tried  to  make  d^PATA  CUBE  your  marketing 
database,  you  know  by  now  that  it  WON'T  WORK. 

You  know,  for  instance,  that  a  dofo  cube  won't  manage  your  morketing  campaigns. 

You've  found  out  how  difficult  it  can  be  to  chonge  ANYTHING.  You  want  to  add  new 
data?  You'll  be  spending  o  lot  of  time  with  your  vendor. 

Ad  hoc  analysis  on  detailed  transaction  data?  Forget  it. 

Your  investment  in  technology  must  deliver  solutions,  not  constraints.  That's  why,  at 
ASTech,  we  put  our  focus  -  and  yours  -  on  the  entire  marketing  process. 

It's  called  Closed  Loop  Marketing. 

It  simply  means  you  have  the  ability  for  unconstrained  Analysis,  the  opportunity  to 
Plan  strategically  as  well  as  tactically,  the  tools  to  Implement  and  manage  your 
marketing  campaigns,  and  the  Control  to  accurately  measure  and  assess  the 
results  of  your  efforts. 

That  translates  into  more  readers,  more  revenue,  less  constraints. 

After  all,  having  worked  with  more  than  100  newspapers  worldwide,  we  know  your 
business  -  ond  the  tools  that  will  help  you  grow  it. 

Don't  let  a  cube  box  you  in.  Do  more.  Do  what  matters. 


The  newspaper  industry's  database  marketing  consultancy 
Denver  Philadelphia  New  York  Miami 

(303)  296-9966 

'  www.ASTechnet.com 


new  spots  all  use  the  tagline,  “See  what 
you  can  do,”  and  were  created  in-house  by 
the  newspaper's  promotions  department. 

“We're  eventually  going  to  extend  the 
campaign  into  the  newspaper  itself  and 
continue  it  into  20()0  with  radio  and  out¬ 
door  advertising,”  says  Roberta  Lind, 
StarTribune.com  promotions  director. 
“The  main  thing  we  want  to  communicate 
is  that  StarTribune.com  is  not  just  a  place 
to  read,  but  also  a  place  to  do  things.” 

Mohr  says  the  ad  campaign  is  not  a 
result  of  any  drop  in  Web  users  going  to 
the  site,  which  has  seen  its  monthly  page 
views  nearly  double  from  9  million  in 
1998  to  16  million  this  year. 

He  says  the  effort  is  Just  to  expand  the 
audience  and  promote  new  services  on  the 
Web  site,  which  went  online  in  June  1996. 

At  PioneerPlanet.com,  Web  promoters 
recently  launched  a  billboard  and  bus  ad 
campaign  that  touts  the  site's  Job  search 
service,  says  Marti  Buscaglia,  who  adds 
that  two  radio  spots  for  the  service  began 
running  this  month. 

“We're  trying  to  expand  and  go  after 
other  Web  users,  not  Just  our  loyal  news 
following,”  Buscaglia  says  about  the 
Web  site,  which  was  established  in 
December  1995. 

“These  services  are  revenue-generat¬ 
ing  products,  and  that  is  what  we  are 
after,”  she  says. 

Another  billboard/bu.s/radio  campaign 
will  begin  in  August  to  promote  Cars.com, 
says  Bu.scaglia,  who  notes  that  the  service 
is  one  of  the  few  that  is  available  on  both 
Twin  City  Web  sites. 

Buscaglia  also  says  Pioneer 
Planet.com,  like  its  competitor,  has  seen  a 
boost  in  Web  activity,  as  measured  by 
monthly  page  views,  going  from  2  million 
last  year  to  5  million  this  year. 

Still,  Buscaglia  says  the  Web  site  must 
continue  to  promote  itself  to  gain  more 
users  and  push  new  services.  “We  have  to 
show  that  we  are  expanding,”  she  says.  H 
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AAF:  brave,  new 
marketplace 

Corporate  executives  say  that  marketing 
has  been  at  the  forefront  of  significant 
changes  in  advertising  over  the  past  three 
years  and  that  these  changes  are  expected  to 
continue  into  the  next  century,  according  to 
a  nationwide  survey  by  the  American 
Advertising  Federation  (AAF). 

Four  out  of  five  top  corporate  honchos  say 
their  business  has  changed  “profoundly” 
since  1996,  according  to  the  survey  of  1,800 
corporate  leaders.  Overall,  90%  say  they 
expect  the  pace  and  complexity  of  the  busi¬ 
ness  to  accelerate,  while  75%  say  marketing 
will  see  the  biggest  change.  The  survey,  con¬ 
ducted  by  Erdos  and  Morgan  of  New  York, 
targeted  executives  at  companies  with  1(X)  or 
more  employees.  —  Joe  Strupp 


Competition  for  advertising  market  share  and  circulation  is  fierce  today 
~  and  will  only  get  stronger.  Are  your  teams  prepared  to  meet  and 
exceed  these  challenges?  Let  PrOiMax  Training  &  Consulting  introduce 
you  to  indepth  and  exciting  newspaper-specific  training  programs 
which  have  proven  to  excel  average  teams  into  top  performers. 


Masthead  change 
at  Wall  St  Journal 


♦Powerful  Presentations  ~ 

Big  or  Small 

♦Advanced  Media  Planning 
♦Successful  Marketing  Practices 
♦Advanced  Business  Strategies 
♦Progressive  Prospecting 
♦Converting  to  a  50-Inch  Web 


Advertising  Programs 
♦Maximum  Management 
♦Maximum  Selling  Success 
♦  Planning  Ad  Budgets  The  Ea,sy 
Way/Selling  Campaigns 
♦Using  the  Telephone  to  Sell  & 

Selling  Special  Products 
♦Winning  Words  ~  Successful 
Communication  Skills 
♦Using  Research  to  Sell 
♦Co-op  &  Vendor  Advertising 
♦Wow’em  with  Customer  Service  & 
Projecting  a  Professional  Image 
♦Using  DISC  to  Sell  ~ 

Selling  to  Personality  Styles 
♦Selling  in  a  Competitive  Environment: 
TV/Cable 
Radio 

Direct  Mail  &  Other  Print 
Yellow  Pages 

♦The  Power  of  the  Internet 
♦Creative  Thinking  &  Selling 
♦Strategic  Planning  for  Maximum  Results 
♦Creating  a  High-Performance  Team 


Close  masthead  observers  note  an 
important  change  at  The  Wall  Street 
Journal. 

Gone  is  Paul  C.  Atkinson,  who  resigned 
to  become  vice  president,  advertising  sales 
at  America  Online. 
Promoted 
Stephen 

as  vice  president, 
advertising. 

M  Howe  has  work- 

ed  in  advertising 
sales  positions  for 
The  Wall 
Journal  since 
1978,  including 
stints  in  Boston, 
Stamford,  Conn., 
and  San  Francisco,  as  well  as  New  York. 

Howe,  known  as 
a  hard  charger,  has  I 
created  a  winning  i;,-- 
tradition  at  each  of  [ 
his  career  stops. 

Atkinson  had  been 
the  WSJ's  highly 
presi- 

dent,  advertising. 

In  that  role,  he  was 
an  adept  banner 
carrier  for  the 
Journal,  as  well  as 
being  a  member  of  the  newspaper’s  inner 
circle  strategy  group.  —  Steve  Yahn 


Classified  Programs 

♦Customer  Service  & 
Communication  Skills 
♦Creating  Succe.s.sful  Classified  Ads 
♦Classified  Sales  Strategies 


Circulation  Programs 

♦Maximum  Management 
♦Delivering  Excellence  & 
The  Power  of  Teamwork 
♦Customer  Service  & 
Communication  Skills 
♦Successful  Recruiting  & 
Contracting  Techniques 
♦Succe.ssful  Strategies  for 
Increasing  Circulation 


Paul  C.  Atkinson 


PROMAX 

tnaxitntzinfi  Droducttvitv.  orofits  and  dcodIc  ^  ^ 


maxitntziim  producttvity,  profits  and  people 


Stephen  B.  Howe 


ProMax  Training  &  Consulting.  Inc.  800.898.0444 
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‘The  One  That  Got  Away’  yesterday 
may  he  caught  on  the  Net  temorrew 


Newspaper  recruiters 
begin  baiting  their 
cyberhooks  in  a  big  way 

by  Joe  Grimm 

Recruiting  sites  for  newspapers  are 
busting  out  all  over  the  Web  and 
chasing  after  more  mature  sites  in 
other  industries. 

The  Atlanta  Journal-Constitution,  the 
St.  Louis  Post-Dispatch,  and  The  Oregon¬ 
ian  in  Portland  all  recently  launched  sites. 

They  join  —  and  admit  borrowing  from 
—  earlier  entries  by  the  Detroit  Free 
Press,  The  Florida  Times-Union  in  Jack¬ 
sonville,  and  others. 

And  we’re  likely  to  see  more. 

An  April  online  survey  of  spring  and 
summer  graduates  re¬ 
vealed  that  75%  of 
them  planned  to  use 
the  Internet  to  search 
for  a  specific  Job  or 
career.  At  the  same 
time,  79%  say  they 
would  research  a  spe¬ 
cific  prospective  em¬ 
ployer  on  the  Internet. 

The  survey  sampled 
1,478  SBC  Internet 
Services  customers, 
which  include  those  of  Southwestern  Bell 
Internet  Services,  Pacific  Bell  Internet 
Services,  Nevada  Bell,  and  Southern  New 
England  Telecommunications  Corp.  Inter¬ 
net  Services. 

Angela  Tuck,  news  personnel  manag¬ 
er  at  the  Journal-Constitution,  is  one  of 
the  people  behind  the  Cox  Newspapers 


Careers  Site,  which  went  online  in  May. 

“We  wanted  to  have  a  place  where  Cox 
recruiters  could  post  their  openings 
online.  This  helps  us  share  information 
with  each  other,  and  it  helps  Job  seekers 
find  Jobs  with  Cox,”  she  says. 

The  site,  at  http://www.coxnews.com/ 
careers/,  features  links  to  Cox  newspa¬ 
pers,  as  well  as  skill-building 
articles. 

Tuck  says  all  the  newspapers 
have  passwords  that  get  them 
into  their  listings.  Once  a  Job  is 
posted,  the  paper  can  edit  it  at 
any  time  —  or  remove  it  after  it 
is  filled. 

Does  the  Cox  site  work,  or  is 
it  too  soon  to  tell?  Does  it  help 
smaller  papers? 

Tuck  says  the  Atlanta  paper 
made  one  hire  in  June,  with 
another  —  a  sports-page 
designer,  a  scarce  commodity  these  days 
—  on  the  way  because  of  the  site. 

Phil  Latham,  publisher/editor  of  the 
Marshall  (Texas)  News  Messenger,  e- 
mailed  Tuck:  “1  got  a  call,  1  believe  the  day 
the  careers  page  went  public,  from  the  guy 
who  is  our  first  hire  [via  the  Web  site]  ...  a 
graduate  of  Northwest  Missouri.  ...  The 
second  person 
whom  I  believe  we 
will  hire  is  a  gradu¬ 
ate  of  New  Mexico 
State.  ...  Before  the 
Cox  careers  page,  I 
would  never  have 
gotten  a  resume 
from  either  North¬ 
west  Missouri  or 
New  Mexico  State.” 

In  building  the 
site.  Tuck  worked 
with  people  on  the  Journal-Constitu¬ 
tion's  innovations  team  and  in  computer 
services. 

They  launched  it  during  a  National 
Writers  Workshop  that  they  hosted,  and 
have  posted  some  of  the  material  from  that 
conference.  Tuck  is  now  looking  to  get 
listed  on  more  search  engines  and  with 


other  sites  —  and  to  link  back  to  some  of 
them,  as  well. 

Another  newspaper  recruiter  who  want¬ 
ed  to  “be  there”  was  Kay  Balmer,  recently 
named  The  Oregonian's  senior  editor  for 
suburban  operations.  Also  in  May,  in  one 
of  her  last  initiatives  as  recruiter,  she 
helped  create  the  paper's  recruiting  site 
at  http://www.oregonlive. 
com/oregonian/newsroom/ 
Jobset.html. 

"The  idea  behind  it  was  to 
build  yet  another  vehicle  to 
get  the  word  out  about  Job 
openings  and  internships  at 
The  Oregonian,"  Balmer 
says.  “The  Web  is  where  a 
lot  of  people  look  for  news 
about  Jobs,  and  we  wanted  to 
be  there.” 

She  reports  hearing  more 
phone  calls  and  seeing  more 
e-mail  messages  as  a  result  of  the  paper’s 
new  online  presence. 

While  Balmer  sees  the  launch  as  a  first 
step,  her  marketing  is  already  mature.  Her 
voice-mail  message  refers  people  to  the 
page,  .she  mentions  it  during  cold  calls  to 
candidates,  and  new  cards  carry  the  Web 
address.  Like  Tuck,  Balmer  has  incorpo¬ 
rated  the  new  vehicle  in  recruiting  materi¬ 
al  for  the  Unity  ’99  convention  in  Seattle. 

To  get  the  page  going,  Balmer  ap¬ 
proached  the  in-house  online  staff,  which 
designed  the  page.  Oregon  Live  then  post¬ 
ed  it. 

A  third  new  recruiting  site  is  the  St. 
Louis  Post-Dispatch's  Jobfinder’s  Guide 
at  http://special.postnet.coni/Jobrinder/. 

Unlike  the  Atlanta  or  Portland  sites,  the 
St.  Louis  site  features  audio  clips.  Job 
seekers  can  hear  editor  Cole  Campbell 
talk  about  the  qualities  the  Post-Dispatch 
is  looking  for  in  candidates,  the  paper’s 
history  and  future,  and  its  Just-unveiled 
team  structure. 

In  the  introduction  to  the  site,  director 
of  recruitment  Cynthia  Todd  writes,  “This 
Jobfmder’s  guide  to  the  Post-Dispatch  is 
designed  to  tell  you  something  about  our 
rich  tradition,  the  kind  of  newspaper  we 


Angela  Tuck, 
Atlanta  Journal- 
Constitution 
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are  today,  and  where  we’re  headed  tomor¬ 
row.  It’s  a  conversation  starter.” 

Helpful  articles,  marketing  hooks,  and 
.sound  bites  might  make  newspaper  re¬ 
cruiting  sites  sound  pretty  cutting  edge. 

We’re  not. 

These  are; 

•  Andersen  Consulting,  http://www. 
anderson.com/career,  offers  job  seekers 
a  way  to  plug  in  skills  and  interests  to 
come  up  with  career  opportunities. 

•  Ernst  &  Young,  http://www.ey.com, 
has  the  StrategEY  Zone  —  a  chance  to 
tackle  a  case  study. 

•  Cisco,http://www.cisco.com,  slyly 
offers  “Make  Friends  @  Cisco,”  which 
allows  prospects  to  strike  up  e-mail  corre¬ 
spondence  with  .someone  on  the  inside. 

So,  what  are  newspaper  recruiting  sites 
missing?  We’re  still 
mostly  text  with  a  few 
photos.  We  lack  inter¬ 
activity.  And  it’s  not 
Just  the  lack  of  what 
one  Web  site  producer 
calls  “whippy  technol¬ 
ogy.”  Newspaper  sites 
also  seem  to  lack  a  lit¬ 
tle  ...  fun. 

Newspapers  are  very 
serious. 

These  are  not: 

•  Ice  cream  purveyors 
Ben  (Cohen)  and  Jerry  (Greenfield), 
www.benjerry.com/  Jobs,  get  crazy  and 
sport  Uncle  Sam  top  hats  that  look  suspi¬ 
ciously  like  ice-cream  containers.  They 
point  at  visitors  to  their  career  page  over 
the  legend,  “We  want  you.” 

•  At  Disney,  http://disney.go.com/disney 
careers,  a  tail-wagging  Pluto  leads  re¬ 
cruits  along  the  Job-hunting  trail  as  they 
try  to  sniff  out  new  Jobs. 

•  At  Microsoft,  http://microsoft.com/ 
college/m_w.htm,  a  way-hip  employee 
walks  and  talks  you  through  a  typical 
workday,  which  seems  to  include  free  caf¬ 
feine,  awesome  technology,  cool  people 
—  and,  apparently,  very  little  actual  work. 

Newspaper  recruiting  sites  have  yet  to 
break  out  of  the  postings-and-platitudes 
mold  that  has  worked  for  us  for  a  hundred 
years. 

And  we  can. 

Newspaper  editorial  departments  are, 
basically,  a  bunch  of  creative  communica¬ 
tors  —  writers,  photographers,  designers, 
and  artists  —  with  some  editors  trying  to 
keep  the  lid  on. 

Why  should  a  pharmaceutical  compa¬ 
ny  or  a  bunch  of  accountants  have  a  zip¬ 


pier  recruiting  site  than  newspapers  do? 

It’s  time  to  take  the  lid  off. 

In  Atlanta  and  Portland,  Tuck  and 
Balmer  say  they’re  Just 
getting  started. 

Tuck  says,  “What 
we’re  trying  to  do  is 
keep  training  informa¬ 
tion  up  there  and  we’re 
going  to  be  changing 
those  stories  often. 

That  will  hopefully  be 
a  popular  draw.” 

She  says  that  Ron 
Martin,  editor  of  the 
Journal-Constitution 
and  senior  editor  at 
Cox,  “sees  the  careers  site  as  a  way  to 
spread  the  word  about  exciting  things  we 
have  going  on  in 
our  chain,  like 
the  Cox  Net 
News  Service. 
We’d  also  like  to 
note  individual 
successes  at  the 
various  papers. 

“A  lot  of  other 
departments  in 
Cox  have  asked 
us  to  include 
them.  They’re 
redesigning  the 
Cox  Jobline  site,  which  includes  all  Jobs, 
not  Just  those  in  editorial.  They’ll  redesign 
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it  so  that  people 
can  apply  online. 
It  links  to  all  the 
newspapers’ 
home  pages.” 

At  The  Ore¬ 
gonian,  Balmer 
says  the  paper 
already  has  ac¬ 
quired  software 
that  will  let  it 
build  a  slide 
show  to  display 
award-winning  Oregonian  articles  as  can¬ 
didates  look  at  optenings. 

Balmer  says,  “We  basically  wanted 
something  functional.  This  is  a  baby  step, 
a  work  in  progress  that  will  continue  to 
grow.” 

NEWSPAPER  SITES 

Starting  a  recruitment  site  for  your 
paper?  Check  these  newspaper  sites  out 
for  ideas: 

The  Atlanta  Journal-Constitution 

http://www.coxnews.com/careers/ 

The  Oregonian 

http://www.oregonlive.com/ 

oregonian/newsroom/Jobset.html 

St.  Louis  Post-Dispatch 

http://special.postnet.com/Jobfinder 


VICE  PRESIDENT,  SALES 


Mando  Media,  the  electronic  publishing  division  of  the  McClatchy  Company,  has  an  imme¬ 
diate  opening  for  Vice  President,  Sales  to  oversee  Internet  advertising  for  Nando  and  partner  compa¬ 
nies,  and  sales  of  other  products  and  services. 

The  senior  management  position,  which  reports  to  the  President  and  Publisher,  requires  extensive 
media  sales  experience  at  the  national  level  and  knowledge  of  publishing,  both  traditional  and  elec¬ 
tronic. 

Degree  in  marketing,  advertising  or  business  communication  is  required;  MBA  helpful. 

Successful  candidate  will  have  a  solid  knowledge  of  the  Internet  and  Internet  sales,  computers  and  pro¬ 
grams,  including  Excel  and  browsers. 

VP,  Sales  supervises  a  staff  of  seven,  including  national  account  reps,  and  is  responsible  for  coordinat¬ 
ing  contracts  with  national  ad  agencies,  maintaining  good  relations  with  other  McClatchy  properties, 
managing  an  operating  budget  and  working  with  technical  staff  to  maintain  ad  delivery. 

Position  is  based  in  Raleigh,  NC,  the  heart  of  the  Research  Triangle. 

Salary  plus  MBO,  plus  full  benefits  including  medical,  pension,  401(k). 

Reply  with  cover  letter  and  resume  to: 

nandojobs@nandotnail.com 

www.nandomeiiia.com 


www.benjerry.com/jobs 


http://www.microsoft.com/college 
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The  Florida  Times-Union 

http://www.newsjobs.com/ 

Detroit  Free  Press 

http://www.freep.com/Jobspage 

OTHER  COMPANY  SITES 

Once  you’re  done  viewing  the  paper 
sites,  surf  these  corporate  sites  for  interac¬ 
tivity  examples  that  will  enable  you  to 
brainstorm  with  your  team: 

The  Sherwin-Williams  Co.  (the  paint 
people)  offers  job  seekers  career  paths, 
day-in-the-life  writeups  for  various  Jobs 
and  Job-hunting  tips:  http://www.sher 
win.com/  recruitment/default.asp. 

Sun  Microsystems  Inc.  features  what 
looks  like  an  editorial  cartoon,  but  it's  ani¬ 
mated:  http://www.sun.com/corp_emp/. 

Andersen  Consulting  has  a  career  pro¬ 
filer  that  helps  Job  seekers  match  their 
skills  and  interests  with  available  career 
opportunities:  http://www.andersen.com/ 
careers/care_home.html. 

The  Walt  Disney  Co.’s  tail-wagging 
Pluto  leads  visitors  on  a  career  search  at 
this  colorful  site:  http://disney.go.com/ 
disneycareers/. 

Ben  &  Jerry’s  Homemade  Inc.’s  site  is 
corny,  but  fun.  Hey,  if  the  “We  want  you” 
bit  worked  for  Uncle  Sam  ...  :  http:// 
www.benjerry.com/Jobs/index.html. 

Starbucks  Corp.  helps  visitors  search 
for  company  Jobs  by  location  and  lists 
where  it  will  be  recruiting:  http://www. 
starbucks.com/company/jobs/. 


www.starbucks, com/company/ 


jobs 
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www.sherwin.com/recruitment 


Microsoft  Corp’s  quick,  breezy  copy 
and  fact-loaded  iconographic  snapshots 
walk  you  through  a  workday.  Almost 
none  of  it  has  anything  to  do  with  actu¬ 
ally  working.  For  example,  “10: 1.5  AM 


DIRECTOR 

E.W.  SCRIPPS  SCHOOL  OF  JOURNALISM 
OHIO  UNIVERSITY 
Athens,  Ohio 

The  E.W.  Scripps  School  of  Journalism  at  Ohio  University  invites  applications  and  nominations  for  the 
position  of  Director.  Appointment  is  to  begin  July  1 , 2000. 

Position  Description 

The  director  leads  and  administers  undergraduate  and  graduate  programs,  teaches,  participates  in 
fundraising,  and  serves  as  an  advocate  for  the  School. 


Qualifications 

Qualifications  suitable  for  appointment  to  the  rank  of  tenured  professor  and  successful  administrative 
experience  are  expected.  Candidates  should  have  appropriate  academic  degrees  and/or  extensive 
professional  experience. 


Additional  information  is  available  on  the  School's  Web  page: 

http://scripps.ohiou.edu 

AppljpationPfftcess 

Initial  screening  of  applicants  will  begin  September  30, 1999,  and  will  continue  until  the  position  is  filled. 
Each  application  should  include  a  curriculum  vita  and  names,  addresses  (including  E-mail)  and  telephone 
numbers  of  three  references  that  may  be  contacted.  Nominations  and  applications  should  be  sent  to: 


Professor  Sandra  Haggerty 
Chair  of  the  Director  Search  Committee 
College  of  Communication 
497  Radio-TV  Building 
Ohio  University 
Athens,  OH  45701 
Phone  (740)  593-4883  Fax  (740)  593-0459 
E-mail:  haggerty@ohio.edu 
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Free  Sodas:  1  frequently  require  some 
liquid  inspiration  before  coding.  This  is 
the  kitchen  —  a  plethora  of  highly  caf- 
feinated,  artificially  flavored  sodas,  all 
free.  (You  probably  knew  that.)”:  http:// 
microsoft.com/college/m_w.htm. 

Pfizer  Inc.  lists  its  campus  recruiting 
schedule  for  the  year,  openings,  and 
internships  with  a  changing  array  of 
faces  that  reflect  the  diversity  the  phar¬ 
maceutical  company  also  touts  on  its 
site:  http://www.pfizer.com/pfizerinc/ 
career. 

Bayer  Corp.’s  hooks  for  visitors  to 
this  recruiting  site  include  word  of 
ASPIRE,  a  new  career  enrichment  pro¬ 
gram  designed  to  help  Bayer  sales  rep¬ 
resentatives  achieve  their  career  aspira¬ 
tions:  http://  www.bayerpharmana. 
com/careers/. 

Cessna  Aircraft  Co.  offers  a  career 
menu,  a  career  fair  schedule,  internship 
info,  and  pics  of  people  having  fun  at 
work:  http://www.cessna.textron.com/ 
career/. 

Nortel  Networks’  site  serves  up  real 
stories  by  real  people  who  tell  why  they 
like  working  for  the  computer  network¬ 
ing  company.  Corporate  types  have 
written  their  own  words  on  rewards, 
opportunity,  and  career  development: 
http://www.nortelnetworks.com/ 
employment/. 

Ernst  &  Young  LLP  offers  the 
StrategEY  Zone,  which  challenges 
prospective  Job  seekers  to  take  on  —  and 
solve  —  problems  in  a  case  study  related 
to  the  accounting  firm’s  business.  A  role 
player  can  use  two  or  three  visits  to  work 
through  the  case,  leaving  his  or  her  e-mail 
address  as  a  password  to  get  back  in: 
http://www.appliedpsych.com/ey 
strategy/. 

Cisco  includes  “Make  Friends  @ 
Cisco,”  a  feature  that  allows  prospective 
candidates  to  strike  up  an  e-mail  corre¬ 
spondence  with  someone  on  the  inside 
at  the  Internet  networking  company  as 
sort  of  a  pen  pal  for  employment  pur¬ 
poses:  http://www.cisco.com/pcgibin/ 
jobs.pl.  H 


Grimm  is  recruiting  and  develop¬ 
ment  editor  at  the  Detroit  Free  Press. 
and  creator  of  the  JobsPage,  a  news¬ 
paper  recruiting  site,  at  http://www. 
freep.  com/jobspage. 
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Our  days  are 

Journalists  must 
scrutinize  the  statistics 
chosen  for  use  in  stories 
or  risk  losing  their  readers 

by  Jack  Hart 

Figures  don’t  lie,  goes  the  adage,  but 
liars  can  figure.  Which  is  precisely 
why  we  need  to  be  a  lot  more  skep¬ 
tical  of  the  numbers  we  publish  —  espe¬ 
cially  numbers  that  supposedly  measure 
things  like  nutrition,  environmental  haz¬ 
ards,  and  health  risks. 

One  gripe  about  modem  newspapers  is 
that  they  carry  an  unrelenting  onslaught  of 
threatening  —  and  often-contradictory  — 
information.  This  study  says  salt  causes 
high  blood  pressure;  that  study  says  it 
doesn’t.  This  nutritionist  says  you  should 
avoid  butter;  that  one  says  you  should 
avoid  margarine;  still  another  .says  you 
should  avoid  butter  but  tells  you  soft  mar¬ 
garine  is  OK.  And  so  on,  a  daily  deluge  of 
threats  that  leave  readers  feeling  bad¬ 
gered,  bullied,  and  bewildered. 

Who  can  blame  them  for  throwing 
down  the  paper  in  disgust? 

But  there  are  ways  to  sort  through  all 
those  claims.  Victor  Cohn’s  “News  and 
Numbers”  is  a  guide  to  dealing  with  the 
conclusions  reached  by  all  the  scientists, 
doctors,  and  demographers  who  are  out 
there  counting,  weighing,  and  timing 
everything  in  sight. 

Cohn,  a  former  science  editor  for  The 
Washington  Post,  has  also  written  “Re¬ 
porting  on  Risk,”  another  valuable  book- 
length  guide  to  getting  past  the  numbers 
to  find  the  truth.  His  books  are  essential 
reading  for  every  one  of  us  who  deals 
with  science,  medicine,  nutrition,  or  any 
other  field  heavily  influenced  by  scientif¬ 
ic  research. 

And  all  of  us  should  bear  in  mind  one 
of  his  principal  caveats:  Science  is  a 
cumulative  process,  he  says,  and  reliable 
knowledge  accumulates  as  a  body  of 
research  grows.  Journalists  err  when  they 
pounce  on  the  results  of  one  study  without 
considering  the  accumulated  research  that  [ 
serves  as  its  context.  “The  one-study  story 
without  context,”  he  says,  “is  dangerous  i 
and  potentially  misleading.” 

Here  are  a  couple  of  examples  that 
illustrate  exactly  what  he’s  talking  about:  ' 


numbered 

•  Remember  the  catchy 
story  that  claimed  left-hand¬ 
ed  Americans  lived,  on  aver¬ 
age,  nine  years  less  than 
right-handers?  It  made  front 
pages  all  over  the  country. 

The  story  was  based  on  a 
study  later  published  in  The 
New  England  Journal  of 
Medicine,  which  gave  it  a 
certain  amount  of  credibili¬ 
ty.  And  it  did  hedge  the 
basic  claim,  quoting  several  scientists 
and  doctors  who  warned  of  possible  sam¬ 
pling  error  and  the  inherently  dubious 
nature  of  the  claim. 

What  it  didn’t  do  was  give  the  basic 
facts  Cohn  says  should  accompany  any 
such  story.  Unlike  many  stories  on  scien¬ 
tific  studies,  it  did  describe  the  sample  — 
death  certificates  for  1,000  recently 
deceased  folks  from  the  San  Bernardino, 
Calif,  area.  It  didn’t  say  how  many  of 
them  were  left-handed,  although  the  story 
did  reveal  that  about  10%  of  the  overall 
population  is  left-handed. 

If  we  project  from  the  national  figures 
to  this  sample,  we  can  conclude  that  many 
of  us  gave  front-page  play  to  a  startling 
claim  based  on  figures  for  about  100  left¬ 
ies  in  a  single  American  city.  Generalizing 
to  the  whole  American  population  of  left¬ 
handers  —  something  like  25  million  peo¬ 
ple  —  is  a  huge  leap  of  faith.  It  hardly  jus¬ 
tified  the  prominence  we  gave  the  story. 

•  Many  American  newspapers  reported 
the  results  of  an  equally  startling  study, 
also  published  in  The  New  England 
Journal  of  Medicine.  For  the  first  time, 
according  to  the  lead  researcher,  scientific 
evidence  linked  colon  cancer  to  a  diet 
heavy  in  animal  fats. 

The  basic  claim  was  that  women  who 
ate  beef,  pork,  or  lamb  every  day  had  a  risk 
of  developing  colon  cancer  2.5  times  high¬ 
er  than  women  who  consumed  red  meat 
less  than  once  a  month.  The  evidence 
seemed  good.  The  scientists  based  their 
study  on  a  huge  sample,  and  they  studied 
the  women  included  over  a  six-year  period. 

But  the  wire-service  report  on  the  study 
lacked  critical  information.  For  example,  it 
was  missing  the  crucial  base  figure.  It  told 
us  that  women  who  ate  red  meat  regularly 
ran  2.5  times  the  risk  of  women  who  hard¬ 
ly  ever  ate  red  meat.  But  what  was  the 
basic  risk?  If  it  was  tiny,  then  a  risk  2.5 
times  as  great  was  still  tiny.  But  many 


newspapers,  including  mine,  nonetheless 
gave  the  story  front-page  play,  suggesting 
the  risk  was  significant.  The  story  may,  in 
fact,  have  persuaded  large 
numbers  of  readers  to  change 
their  eating  habits  signifi¬ 
cantly.  And  for  what? 

By  the  way,  that’s  a  flaw 
in  a  high  percentage  of  med¬ 
ical  stories.  We  say  that  one 
behavior  involves  X  times 
the  risk  of  another  behavior. 
But  we  seldom  say  what  the 
risk  actually  is.  And  that 
number  is  critical  to  readers 
who  want  to  make  up  their 
own  minds  about  the  risks  they’re  run¬ 
ning.  Smoking  and  cancer  stories  are 
notorious  for  just  this  kind  of  loose  end. 

A  number  buried  deep  in  this  particular 
story  suggests  that  it  hardly  deserved  the 
credence  we  gave  it.  During  the  entire  six 
years  of  the  study,  only  150  cases  of  colon 
cancer  turned  up  among  the  120,000 
women  in  the  study  group. 

Presumably,  only  some  of  those  150 
cases  qualified  as  women  who  ate  red 
meat  every  day.  And  only  some  qualified 
as  women  who  ate  red  meat  less  than 
once  a  month.  Of  150  women  picked  at 
random,  how  many  would  eat  red  meat 
less  than  once  a  month?  Five?  Ten? 
Fifteen  at  the  most? 

Let’s  say  15.  And  let’s  say  that  37  of  the 
women  —  2.5  times  as  many  —  ate  red 
meat  every  day.  So  do  some  simple  math. 
If  you  eat  red  meat  every  day,  your 
chances  of  developing  colon  cancer  over  a 
six-year  period  are  37  out  of  120,000  — 
something  like  1  in  3,500.  And  your 
chances  if  you  eat  virtually  no  red  meat? 
One  in  8,000. 

Of  course,  it  isn’t  quite  that  simple. 
And  we’re  working  on  the  basis  of  multi¬ 
ple  assumptions  gleaned  from  sketchy 
information.  Furthermore,  your  risk  over 
the  vulnerable  part  of  your  adult  lifetime 
will  be  higher  than  your  risk  over  six 
years.  And  how  much  faith  can  we  place 
in  odds  that  apparently  were  calculated  on 
the  basis  of  15  cases  out  of  120,000 
women? 

But  put  all  that  aside  for  a  moment. 
Accept  the  odds  we’ve  calculated.  Do  they 
sound  like  the  kind  of  risk  that  would  per¬ 
suade  you  to  have  no  more  than  one  steak 
a  month  for  the  rest  of  your  life? 


Hart,  a  former  reporter  and  jour¬ 
nalism  school  professor,  is  a  manag¬ 
ing  editor  at  The  Oregonian  in 
Portland,  Ore. 
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Grandparents  star  in 
new  strips  from  TMS, 
Creators,  and  United 


TIME  FORSCHOOC^NES. 
^RISE  ANt>  SHINE  . 


^wiaREseNV 
'this  INTRWSION 
I  AU-tsAv;  A 


'  AT  LEAST  THATS 
AN  A6EN&A  I  CAH 
(ter  BEHiiiD. 


'^IWILL  RISE.. 
BVtlREaiSE 
L  TO  SHINE,  j 


by  Laura  Groch 


Agnes  and  her  “Granma”  get  a  rise  out  of  each  other  in  Tony  Cochran’s  comic. 


ing  the  “golden  years”  in  a  different 
light. 

“Lola”  is  about  a  feisty  grandmother 
forced  to  move  in  with  her  family  after 
being  widowed.  A  veteran  of  the  De¬ 
pression  and  World  War  II,  Lola  is  gruff 
with  her  son  and  daughter-in-law  —  kind 
of  a  female  “Crankshaft”  —  but  has  a  soft 
spot  for  her  grandson. 

“I  really  didn’t  start  to  do  a  strip  on  a 
grandmother,  but  a  kids’  strip,”  says 
Dickenson.  “I  brought  a  grandmother  in, 
and  before  1  knew  it,  she  had  all  the  really 
funny  lines  and  just  took  over.  I  didn’t 
have  the  insight  or  intelligence  to  plan 
that.  It  Just  happened.” 

The  character  is  based  on  his  own  80- 
something  Aunt  Lola,  a  military  nurse 
taken  prisoner  during  World  War  11.  She  is 
“fiercely  independent  and  smart  as  a 
whip,”  Dickenson  says,  traits  he  tried  to 
reflect  in  the  strip.  “I  Just  have  an  enor¬ 
mous  reverence  for  her  and  her  generation 

—  what  they  sacrificed  and  what  they  did. 
No  whining.” 

About  75  papers,  including  the  Seattle 
Post-Intelligencer,  Detroit  Free  Press  and 
New  York  Daily  News,  are  running  “Lola.” 

Dickenson  also  does  the  “Nest  Heads” 
strip  (Copley  News  Service),  about  a  cou¬ 
ple  whose  grown  children  and  grandchil¬ 
dren  re-enter  their  lives. 

“Agnes”  and  “Grand  Avenue”  reflect 
another  facet  of  grandparenting  in  the  ’90s 

—  the  increasing  number  of  grandparents 
raising  grandchildren.  The  1995  U.S. 
Census  Bureau  Report  estimated  that  4 
million  children  live  in  households  headed 
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_ J  are  coming  to  the  tore 

Editorial  cartoonist/comic  creator  Steve  Breen  puts  some  again,  as  syndicates  offer 
commentary  in  this  “Grand  Avenue"  drawing  he  did  for  E&P.  three  strips,  each  reflect- 


by  a  grandparent  —  usually  a  grandmoth¬ 
er  —  a  figure  that  has  grown  53%  in  the 
past  10  years,  reports  the  American 
Association  of  Retired  Persons. 

In  “Grand  Avenue,”  middle-class 
Grandma  Kate  is  raising  twins  Gabby  and 
Michael.  Breen,  last  year’s  Pulitzer  Prize 
winner  for  his  Ashury  Park  (N.J.)  Press 
and  Copley  editorial  cartoons,  tried  out 
characters  “from  security  guards  to  pirates 
to  music-store  employees,”  he  recalls.  “I 
just  hadn’t  found  characters  that  were 
interesting  or  that  worked.  Then  I  came  up 
with  this  sophisticated,  hip,  in-shape 
grandmother.” 

Breen  first  toyed  with  placing  Grandma 
Kate  in  a  nuclear  family,  then  among  other 
seniors,  before  he  hit  on  the  idea  of  mak¬ 
ing  her  the  parent  figure. 

“Grand  Avenue”  has  about  100  clients, 
including  The  Philadelphia  Inquirer, 
Denver  Rocky  Mountain  News,  and  The 
Oregonian  of  Portland. 

“Agnes”  stars  a  wistful  child  with  big 
dreams  who  lives  in  a  trailer  with  her  still¬ 
working  “Granma.” 

“She  doesn’t  play  the  typical  sentimen¬ 
tal  grandmother,”  says  Cochran.  “She’s 
neither  too  curt  with 
Agnes  nor  too  sappy. 
She’s  got  work  to  do. 
She’s  not  ever  going  to 
retire.” 

The  trailer-park 
setting  adds  a  little 
edge  to  the  strip. 
“They’re  trying  to 
get  by  and  make 
do,”  says  Cochran.  “It’s  the  American 
dream,  only  on  a  smaller  scale.”  It’s  also 
more  fun  drawing  the  trailer’s  “little  Jelly¬ 
bean  shape,”  he  confesses. 

Among  the  strip’s  60  clients  are  the  Los 
Angeles  Times,  New  York  Daily  News,  and 
Chicago  Tribune. 

Although  all  three  strips  focus  on 
grandparents,  none  of  the  cartoonists  sees 
himself  as  riding  a  demographic  trend. 

“‘Lola’  is  not  just  a  strip  about  ‘sea¬ 
soned  citizens,”’  says  Dickenson.  “There’s 
more  to  it  than  that,  and  I  hope  it  comes 
through.” 

So  does  Breen.  “The  focus  is  the  rela¬ 
tionships,”  he  says.  “I  don’t  want  ‘Grand 
Avenue’  to  be  an  ‘old-lady  strip.’  It’s  a 
family  strip,  and  this  is  their  unique  little 
family.”  Hi 


The  star  of  “Lola” 


Groch  is  features  editor  of  the 
North  County  Times  in  Escondido, 
Calif. 


Site  ‘Raising’  reaction 


by  David  Astor 

Peter  Ramirez  is  using  new  media  to 
try  to  grab  the  old-fashioned  brass 
ring  of  print  newspaper  syndication. 
The  former  New  York  City  policeman 
created  “Raising  Hector”  in  1996,  and  then 
saw  it  rejected  by  every  major  syndicate  he 
approached.  Ramirez  thought  the  comic 
was  good  enough  for  national  distribution, 
so  he  decided  to  “let  the  people  decide.” 

This  April  !,  he  launched  a  Web  site 
(www.raisinghector.com)  featuring  a  new 
color  comic  every  day.  The  site  invited  vis¬ 
itors  to  e-mail  their  comments,  and  over 
600  wrote  to  say  they  liked  the  strip. 

Ramirez  then  e-mailed  these  fans  ask¬ 
ing  them  to  e-mail  syndicates  with  their 
praises  of  “Raising  Hector.”  Soon  after,  he 
reports,  some  syndicates  asked  for  more 
samples  of  the  strip. 

Copley  News  Service  editorial  director 
Glenda  Winders  says  “Raising  Hector”  is 
one  of  many  comics  Copley  is  currently 
looking  at.  “But  a  barrage  of  e-mail  is  not 
going  to  make  a  difference,”  she  says. 
“We  judge  each  strip  on  its  merits.” 

The  Lindenhurst,  N.Y.-based  Ramirez 
also  sought  press  coverage  of  his  efforts  — 
and  received  it  from  various  media,  includ¬ 
ing  the  New  York  Daily  News. 

Why  hasn’t  “Raising  Hector”  been 
signed?  Syndicates  receive  thousands  of 
submissions  a  year,  and  some  may  feel  the 
comic  isn’t  quite  good  enough  to  be  one 
of  the  handful  selected.  But  Ramirez  sus¬ 
pects  another  reason. 

“I  believe  some  syndicates  believe  that 
Hispanics  don’t  buy  enough  English-lan¬ 
guage  newspapers,  which  is  a  stereotype,” 
he  says.  “I’m  39,  and  all  the  Hispanics  1 
know  read  English-language  papers.” 

Ramirez  adds  that  there  are  over  30  mil¬ 
lion  Latinos  in  the  United  States. 
“Syndicates  should  be  fighting  each  other 
to  get  into  this  market,”  he  says. 

Winders  says  Copley  and  other  syndi¬ 
cates  are  trying  to  make  their  offerings 
more  culturally  diverse.  There  are  several 
Hispanic-American  columnists  and  about 
10  African-American  or  Asian-American 
cartoonists  in  syndication  (E&P,  Dec.  5, 
1998,  p.  34).  But  there  are  almost  no 
nationally  distributed  Hispanic  cartoonists. 
A  few  white-created  comics,  such  as 
“Zits,”  have  Hispanics  in  supporting  roles. 
“Raising  Hector”  —  mostly  in  English, 


Peter  Ramirez  at  home  with  home  page 


with  some  Spanish  words  —  stars  three 
generations  of  a  middle-class  Hispanic 
family,  including  cop-tumed-“Mr.  Mom” 
Hector.  The  strip  is  75%  autobiographi¬ 
cal,  says  Ramirez,  who  retired  as  a  police 
officer  in  1992  because  of  an  injury  and  is 
now  an  at-home  dad  to  his  8-year-oId  son. 

While  the  comic  has  Hispanic  themes,  it’s 
also  universal,  emphasizes  Ramirez,  who 
reports  that  many  of  the  over  600  e-mails 
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Denton,  a  nationally  known 
expert,  consultant  and  speaker 
on  the  subject  of  home  and 
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Project  timetable  and  press  selection 
changed  at  Utah’s  Standard-Examiner 

Ogden  newspaper’s  new 
printing  plant  and  press 
should  be  up  and  running 
in  time  for  its  coverage 
of  2002  Winter  Olympics 

by  Jim  Rosenberg 


Ogden,  Utah’s  Standard-Examiner  The  paper’s  KBA  Comet  comprises  six  full-color  towers,  a  28-foot-high  MegTec  dryer  for 
has  become  the  third  U.S.  cus-  heatset  printing,  and  two  jaw  folders.  Below:  Artist’s  rendering  of  the  new  headquarters 

tomer  for  the  single-wide,  two-  and  Print  Works  production  plant  being  built  for  the  Standard  Examiner,  in  Ogden,  Utah, 

around  Comet  press  from  the  Web  Press 
Division  of  KBA  North  America  Inc., 

York,  Pa. 

The  paper  will  install  a  70,000-impres- 
sion-per-hour  version  of  the  Comet,  with 
separately  driven  couples  on  its  six,  full- 
color,  eight-couple  (four-over-four)  tow¬ 
ers.  Shaftless  press  drives  are  supplied  by 
Indramat. 

The  sale  doubles  the  number  of  Comet 
units/couples  sold  in  the  United  States 
{E&P,  Oct.  17,  1998). 

The  total  collect  capacity  is  64  pages 
—  48  with  back-to-back  process  color  or 
32  with  process  color  and  32  with  spot 
color.  One  tower  will  be  equipped  with  a 
dryer  for  heatset  printing.  One  of  two  80- 
page  jaw  folders  will  have  quarterfold 
capability. 

The  deal  also  includes  an  already  oper¬ 
ating  KBA  Rapida  72K  sheetfed  press  for 
job-shop  work  that  includes  single-sheet 
inserts. 

The  Comet  will  go  into  a  new,  105,000- 
square-foot  production  plant  on  the 
grounds  of  a  former  U.S.  Army  depot. 

Construction,  just  now  beginning,  is 
expected  to  be  completed  in  time  to 
receive  the  press  next  spring. 

Publisher  Scott  Trundle  says  he  expects 
to  be  printing  solely  at  the  new  plant  by 
Thanksgiving  of  next  year. 

The  paper  also  is  remodeling  an  adjoin¬ 
ing  55,000  square  feet  of  space  for  news, 
advertising,  circulation,  and  business  of¬ 
fices. 

Trundle  says  the  site’s  existing  facility 
will  be  remodeled  and  occupied  before 
moving  production  to  the  site’s  new  Print 
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Goss’  behest,  we  mutually  agreed  to  termi¬ 
nate  the  agreement,”  and  money  paid  to 
Goss  was  returned. 

In  the  paper’s  original  swap  with  the 
city  —  its  4.6  acres  downtown  for  the  larg¬ 
er  former  military  site  —  the  paper  hoped 
to  complete  the  design-build  project  by 
this  summer. 

Certain  aspects  of  the  project,  however, 
remain  unchanged.  MegTec  will  still  sup¬ 
ply  a  28-foot-high  vertical  dryer  alongside 
one  tower  that  will  dry  the  web  while  the 
press  runs  at  45,000  impressions  per  hour. 
Trundle  describes  the  dryer  as  about  the 
size  of  a  folder  with  a  two-high  former. 

Enkel  Corp.  will  supply  reelstands  to  be 
installed  on  the  pressroom  floor  at  right 
angles  to  the  units.  ■■ 


Works  building,  where  the  schedule,  says 
the  publisher,  calls  for  press  installation  in 
170  days. 

The  schedule,  he  says,  will  allow  his 
paper  to  prepare  for  coverage  of  the  2002 
Winter  Olympics,  including  several  events 
in  and  around  Ogden. 

The  presses  replace  a  30-year-old  Goss 
Mark  II  double-wide  letterpress  and  a 
Goss  Suburban  single-wide  offset  used 
primarily  for  semicommercial  and  niche- 
publication  jobs. 

The  Standard-Examiner  originally  con¬ 
tracted  to  install  a  shaftless  Goss  Universal 
70  {E&P,  Dec.  27,  1997).  Goss,  however, 
soon  went  through  financial,  personnel, 
capacity,  and  systems  adjustments.  While 
supplying  no  details.  Trundle  says  that  “at 
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USA  Today  toWs  off 
new  plant’s  new  press 


Expanded  capability 
frees  Sf.  Cloud  Times 
to  move  to  mornings 

by  Jim  Rosenberg 

When  Gannett  Co.  Inc.  bought  and 
re-equipped  Printed  Media  Cos. 
in  suburban  Minneapolis,  it 
paved  the  way  for  its  St.  Cloud  Times  to 
become  a  morning  paper. 

Until  Memorial  Day,  the  Harris 
1650  press  at  the  daily  75  miles 
upriver  from  the  Twin  Cities  also 
cranked  out  copies  of  Gannett ’s 
USA  Today.  With  “the  nation’s 
newspaper”  now  rolling  off  a  new 
two-around,  single-wide  MAN 
Roland  Uniset  70  press,  the  Times 
is  set  to  commence  morning  pub¬ 
lication  later  this  year. 

Gannett  is  completing  print  site 
expansions  that  will  enable  USA 
Today  to  grow  from  56  pages,  with 
1 6  in  full  color,  to  64  pages,  with 
20  in  full  color. 

The  single-wide  Goss  Universal  70  at 
Tribune-Review  Publishing  Co.’s  new 
Warrendale  plant  took  over  printing  USA 
Today  from  the  former  Gannett  daily  in 
Tarentum.  Pa.;  in  North  Carolina,  printing 
moved  from  Greensboro  to  the  Salisbury 
Post,  where  Global  Graphics  expanded  the 
press. 

Beyond  growth  in  pages  and  color, 
Gannett  needs  more  print  sites  to  support 
growing  circulation.  “We’ve  hit  the  wall  in 
a  lot  of  our  print  sites  ...  to  produce 
enough  papers,”  Ken  Kirkhart  remarked 
earlier  this  year.  “Our  print  window  is  just 
filling  up  everywhere,”  USA  Today's,  pro¬ 
duction  vice  president  added,  pointing  to 
the  opposing  forces  of  later  press  runs  for 
later  news  and  timely  deliveryfor  sales. 

Gannett  acquired  Printed  Media,  a  two- 
plant  commercial  printer  in  Golden  Valley, 
in  1997.  It  built  a  third,  194,000-square- 
foot  plant  in  nearby  Maple  Grove  last  fall 
and  winter  and  renamed  the  business 
Gannett  Oflfset/Minneapolis.  By  spring,  it 
had  installed  the  new  press  and  begun  train¬ 
ing,  equipment  calibration,  and  test  runs. 
Gannett ’s  largest  single- wide  press,  the 


Uniset  70  also  is  the  three-plant  operation’s 
only  non-heatset  web  press  —  a  “semicom¬ 
mercial”  machine  able  to  print  products  of 
varying  sizes  and  color  needs.  Smaller 
Uniset  presses  have  run  for  several  years  at 
Bergen  Record  Corp.’s  Rockaway,  N.J., 
plant  and  at  The  Pueblo  (Colo.)  Chieftain. 

Gannett’s  new  Uniset  consists  of  48  cou¬ 
ples  in  six  eight-couple  (full  back-to-back 
color),  42-ton  towers;  two  80-page,  2:3:3 
jaw  folders  with  quarterfold  modules  (one 


Uniset  70  now  prints  USA  Today  at  Gannett  Offset/Minneapolis 

with  a  double-parallel  module)  for  printing 
Gannett’s  national  daily  and  commercial 
work;  and  10  floor-mounted  reelstands. 

Capable  of  printing  70,000  copies  per 
hour  in  straight  mode,  the  press  can  run  as 
many  as  10  webs  for  an  80-page  edition, 
with  up  to  16  pages  of  process  color  and  64 
pages  of  spot  color.  It  also  can  be  operated 
as  two  five-web  presses  that  each  print  up  to 


40  pages,  eight  with  process  color  and  32 
with  sfxrt  color.  Other  web  leads  provide  48 
process-color  pages  (one  lead  per  eight- 
couple  tower  with  process  color  on  each 
side)  or  64  pages,  half  with  process  color 
and  half  with  spot  color. 

Web  lead  possibilities  that  offer  “exten¬ 
sive  process  and  spot  color  placement  op¬ 
tions”  and  components  such  as  the  jaw  fold¬ 
ers  give  the  press  a  level  of  flexibility  need¬ 
ed  “to  meet  newspaper  paging  requirements 
as  well  as  production  of  commercial  work,” 
says  Vince  Lapinski,  vice  president.  MAN 
Roland  Newspaper  Group. 

The  Uniset  has  a  21V2-inch  cutoff  and 
accommodates  webs  up  to  38  inches  wide. 
Its  shaftless  drive  sy.stem  permits  couple 
silencing  for  fast  plate  changes;  three  form 
rollers  support  commercial  work; 
finishing  features  include  in-line 
gluing,  trimming,  and  labeling. 
The  plant  also  installed  a  4-into-2 
SLS2000  inserter  from  GMA. 

Installed  with  the  press  were 
man’s  Pecom  N3  press  controls 
with  Technical  Production  Plan¬ 
ning  (TPP)  workstation,  Websys 
automatic  web-up,  plate  scanner, 
remote  diagnostics,  and  press 
maintenance  system. 

TPP,  which  allows  staff  to  set 
up  editions  offline,  will  be  pro¬ 
grammed  with  200  web  leads 
for  fast  start-up  and  reduced 
waste.  Of  more  interest  on  the  commercial 
side,  TPP  and  Pecom  control  and  net¬ 
working  conform  to  CIP3  standards  for 
integrating  prepress,  press,  and  post-press 
operations  —  allowing  transmission  of 
production  information  to  the  press  and 
other  CIP3-compliant  hardware  and  soft¬ 
ware  to  optimize  operations  and  manage¬ 
ment  information. 
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IWo  Lee  dailies  plan  regional 
printing  and  distribution 


ExSfP  PEOPLE 


MAN  ROLAND 

GERD  FINKBEINER,  web  product  ac¬ 
tivities  chief,  was 
named  executive 
board  chairman. 
Since  Peter  Briitt  re¬ 
tired  I'll  years  ago, 
Rudolph  Rup- 
precht,  chairman  of 
parent  company 
MAN  AG,  has 
chaired  the  printing 
equipment  subsidiary’s  board. 

Finkbeiner,  42,  joined  MAN  in  1992. 
His  web  product  responsibilities  pass  to 
PAUL  STEIDLE,  46,  who  also  was  named 
an  acting  board  member.  Before  his  promo¬ 
tion,  Steidle  supervised  all  operations  for 
the  commercial  web  printing  sector. 

EUGENE  BOSCO,  formerly  with  GMA 
and  the  Sun-Sentinel,  Fort  Lauderdale,  Fla., 
manages  the  Lincoln  (Neb.)  Journal  Star 
flexo  project’s  budgets,  contractor  bids, 
plans,  training  coordination  and  start-up. 

WERNER  ASSUM  heads  MAN  Plam- 
ag  single-wide  sales  while  still  managing 
double-wide  sales  in  Asia  and  Pacific  mar¬ 
kets.  LEONHARD  WINTERHOLLER 
combines  single-  and  double-wide  sales 
management  for  all  other  areas  outside  con¬ 
tinental  Europe  and  Latin  America. 


Dauphin  supplies  presses 
for  joint  production  center, 
other  U.S.,  European  dailies 

by  Jim  Rosenberg 

The  La  Crosse  (Wis.)  Tribune  and 
the  Winona  (Minn.)  Daily  News, 
across  the  Mississippi  River  from 
each  other,  have  begun  printing  in  and  dis¬ 
tributing  from  a  production  center  in  La 
Crosse  by  summer. 

The  center  is  the  main  component  of  a 
$3.5-million  regional  effort  initiated  by  the 
dailies,  both  owned  by  Lee  Enterprises 
Inc.  of  Davenport,  Iowa.  A  new  $2.5-mil- 
lion  distribution  center  was  completed 
more  than  a  year  ago. 

Fourteen  press  units  and  two  folders 
were  installed  at  the  regional  production 
center,  making  it  capable  of  printing  both 
newspapers  simultaneously.  The  Tribune 
has  a  circulation  of  32,1 12  daily  (40,217 
Sunday);  the  Daily  News  has  a  circulation 
of  12,259  daily  (12,967  Sunday). 

The  papers  already  had  14  printing 
units  between  them  —  nine  units  of  Goss 
Urbanite  in  La  Crosse  and  five  units  of  the 
same  one-across,  two-around  offset  press 
in  Winona.  But.  “with  the  exception  of  the 
folder  and  balloon  [former],”  says  David 
Moreland.  Dauphin  Graphic  Machines 
Inc.  sales  and  marketing  vice  president, 
“we’re  taking  the  entire  La  Crosse  press  in 
trade,”  along  with  Winona’s  folder. 

The  transaction  will  supply  La  Crosse 
with  nine  DGM  850  units  and  one  DGM 
1035  folder  from  the  Elizabethville,  Pa., 
press  maker  and  remanufacturer,  a  Pamar- 
co  Technologies  Inc.  company. 

At  the  centralized  printing  site  in  La 
Crosse,  Dauphin  is  marrying  its  own  new 
units  and  folder  with  units  from  Winona 
and  the  old  folder  in  La  Crosse,  says 
Moreland,  in  a  final  configuration  of  two 
three-high  stacks  and  four  two-high  stacks. 

The  work  included  rearranging  Winona’s 
five  units  from  a  four-high  stack  and  mono 
unit  to  one  three-high  and  one  two-high. 
Four  new  units  were  installed  in  May; 


the  remainder  went  in  last  month. 
Installation  proceeded  without  interrupt¬ 
ing  daily  production,  according  to  Richard 
Whalen,  operations  manager  in  La  Crosse. 

The  newspapers  also  intend  to  central¬ 
ize  such  other  functions  as  human 
resources  and  financial,  online,  and  techni¬ 
cal  services.  Administration,  news  gather¬ 
ing,  and  sales  for  the  Daily  News,  howev¬ 
er,  will  remain  unchanged  at  its  Winona 
office,  according  to  George  Althoff,  its 
publisher.  Also,  the  paper  may  move  to 
downtown  Winona  from  the  building  it  has 
occupied  since  1954. 

Plans  call  for  installing  new  classified 
advertising  and  newsroom  computers. 

The  papers  say  the  consolidation  is  ex¬ 
pected  to  reduce  the  their  total  work  force 
of  almost  300  by  about  20  positions,  most¬ 
ly  through  attrition. 

Moving  from  the  Mississippi  to  the 
Hudson.  Journal  Register  Co.’s  Daily  Free¬ 
man  in  Kingston,  N.Y.,  installed  a  10-unit 
DGM  850  and  six  Autoweb  splicers  from 
Baldwin  Technologies’  Enkel  Corp.,  Rock¬ 
ford,  Ill. 

With  its  new  press  installed  in  the 
spring,  the  Freeman  can  produce  at  least 
four  sections  daily  and,  according  to 
Journal  Register,  print  with  more  and  bet¬ 
ter  color.  The  company  says  additional 
paging  will  be  devoted  to  full  stock-market 
listings  and  additional  local  news  and 
sports  coverage. 

Along  with  the  new  press,  the  paper 
installed  Quipp  Systems’  Twin-Trak  con¬ 
veyor,  a  PPI  water  system,  a  Ternes- 
Burton  registration  system,  and  upgraded 
mailroom  equipment. 

The  project  follows  last  year’s  launch  of 
the  paper’s  Saturday  edition  —  its  first  in 
127  years  of  publication.  Journal  Register 
acquired  the  2 1,797 -circulation  (29,094 
Sunday)  Freeman  last  summer  as  part  of 
the  three-state  Goodson  Newspaper 
Group. 

Overseas.  Dauphin  in  May  put  a  press 
into  a  commercial  printer  in  Sweden  and 
installed  1 3  units  of  the  smaller  DGM  430 
press  and  a  IXJM  1030  folder  at  Glos 
Wielkopolski,  the  largest  newspaper  and 
commercial  printer  in  Poznan,  Poland.  H 


KONIG  &  BAUER 

WALTER  SCHUMACHER  was  ap¬ 
pointed  web  press  sales  and  marketing  ex¬ 
ecutive  vice  president,  succeeding  BURK- 
HARD  ROOS,  who  retired  after  46  years 
with  the  printing  equipment  maker  in 
Wurzburg,  Germany.  Schumacher  began  his 
career  as  a  printing  apprentice,  obtained 
degrees  in  technology  and  engineering  eco¬ 
nomics,  and  worked  for  a  number  of  years 
in  technical  and  managerial  positions. 

DAUPHIN  GRAPHIC  MACHINES 

DAVID  MORELAND  is  now  sales  and 
marketing  vice  president  for  Pamarco 
Technologies’  maker  and  remanufacturer  of 
single-wide  presses,  in  Elizabethville,  Pa. 
The  former  Goss  regional  sales  manager 
sjjent  17  years  in  sales  and  service. 

Also  earlier  with  Goss,  brothers  RON  and 
DAN  STIRPE  are  now  DGM  equipment 
installer  and  trainer  and  electric  controls  de¬ 
signer,  respectively.  At  Goss,  Ron  was  a 
press  trainer  and  technician  and  Dan  was  a 
field  engineer.  They  also  were  self-employed 
designers  of  auxiliaries  press  systems. 
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Will  price  of  paper  rise  in  fall? 


Dailies  hold  less,  use  more; 
Abitibi  mulls  mill’s  fate 

n  a  market  that  remains  oversupplied 
even  as  mills  continue  to  take  dowtime 
and  users  continue  to  consume  modest¬ 
ly  higher  volumes  than  1998,  newsprint 
producers  aim  for  an  autumn  price  hike 
that  would  recapture  less  than  half  of 
what’s  been  lost  since  the  year  began. 

While  total  annual  newsprint  consump¬ 
tion  has  steadily  risen  since  1992,  accord¬ 
ing  to  Canadian  Pulp  and  Paper  Associa¬ 
tion  figures.  Eastern  U.S.  transaction 
prices  peaked  in  1995  at  almost  $660  per 
ton.  Today  some  buyers  pay  less  than  $500. 

Top  supplier  Abitibi-Consolidated  Inc., 
Montreal,  informed  publishers  that  it  plans 
to  raise  the  price  of  standard  newsprint  by 
about  $50  in  October.  The  Associated  Press 
reported  similar  notice  by  number-two 
newsprint  maker  Bowater  Inc.,  Greenville, 
S.C. 

Because  90-day  notice  of  a  price  rise 
allows  publishers  to  build  inventories,  says 
one  industry  observer  who  insisted  on  not 
being  named,  it  “almost  from  the  start” 
prevents  the  full  increase  from  sticking. 


Following  sales  to  expand  color  ca¬ 
pacity  at  five  English  printing  sites, 
Goss  Graphic  Systems  announced 
major  additions  to  do  the  same  for  presses 
at  two  large  U.S.  dailies. 

The  Star  Tribune,  Minneapolis,  will  put 
a  new  Headliner  Offset  mono  unit  on  the 
end  of  each  of  its  five  Headliner  press  lines 
in  space  provided  when  the  10-unit,  six- 
halfdeck  presses  were  installed  in  1987. 
The  work  also  includes  support  columns, 
floor  plating  and  platforming,  and  modifi¬ 
cations  to  the  press  control  software. 

For  the  Star  Tribune's  straight  runs,  the 
additional  units  will  preserve  page  capacity 
while  permitting  more  color  printing. 

To  expand  color  and  paging,  the  Daily 
Oklahoman  will  install  two  eight-couple 
Global  Newsliner  towers  with  two  CT45 
running-belt  reel -tension-pasters  and  a 
2:3:3  jaw  folder  at  the  end  of  one  of  its 
three  Goss  Metroliner  presses.  The  Okla¬ 
homa  City  daily’s  press  controls  will  be 


A  higher  price  also  depends  on  continu¬ 
ing  recuperation  of  East  Asian  markets, 
where  a  collapse  two  years  ago  contributed 
to  tbe  mills’  oversupply.  Though  Asian 
demand  may  be  returning  after  hitting  bot¬ 
tom,  the  problem  for  producers,  says  a 
buyer  for  a  big  U,S.  customer,  is  that  “even 
if  it  comes  up  by  50%,  they’re  still  off  by 
75%  from  where  they  were  . . , 

Citing  “prevailing  opinion”  among  pro¬ 
ducers  that  only  full-capacity  operations 
and  full  order  books  can  guarantee  a  suc¬ 
cessful  price  increase,  the  same  buyer  says 
a  price  hike’s  “sustained  success”  at  this 
point  —  when  most  agree  the  newsprint 
business  has  hit  bottom  —  depends  on 
manufacturers’  discipline  in  taking  suffi¬ 
cient  downtime. 

“I  think  the  smart  ...  or  realistic  indi¬ 
vidual  probably  is  planning  for  an  increase 
some  time  in  the  next  12-month  period  — 
if  not  a  couple  of  increases,  the  buyer 
remarks,  adding  that  how  much  and  how 
soon  are  entirely  up  to  producers  because 
only  they  can  manage  their  capacity. 

In  its  latest  action  to  help  match  supply 
to  demand,  Abitibi  permanently  shut  down 
one  of  two  newsprint  machines  at  its  West 


upgraded,  and  new  and  old  units  will  be  fit¬ 
ted  with  digital  inkers,  allowing  press  set¬ 
tings  to  be  made  from  a  single  data  source. 

Slated  to  be  operating  in  fall  of  next 
year,  the  twin  towers  and  folder  will  be  able 
to  function  as  a  stand-alone  full-color  press 
or  as  a  backup  press  running  webs  from 
adjacent  Metroliner  units. 

Goss’  factory  in  Preston,  England,  will 
expand  Trinity  PLC’s  Liverpool  Echo  and 
Daily  Post  by  configuring  six  new  HT 
shaftless  units  on  each  of  three  press  lines 
as  one  new  four-color  tower  and  a  second 
one  built  by  adding  two  new  units  to  an  ex¬ 
isting  two-color  stack.  The  £10  million- 
plus  contract  also  calls  for  upgraded  plate 
lockups  on  existing  HT  units,  Harland 
i  Simon  controls  that  integrate  conventional 
and  shaftless  drives  and  supply  manage¬ 
ment  information,  and  a  PressTech 
Autotron  2400N  color-register  control. 

An  HT  four-high  tower  with  single-level 
turner  bar,  MEG  DLP  50  reelstand,  and 


Tacoma,  Wash.,  mill  June  30,  reducing  its 
capacity  by  45,000  metric  tons  and  its 
work  force  by  approximately  50  positions. 

Abitibi  says  the  move  is  part  of  a  “strat¬ 
egy  to  take  high-cost  capacity  out  of  the 
system”  and  take  market-related  down¬ 
time  as  needed.  It  permanently  reduces 
Abitibi ’s  capacity  by  223,500  tons  since 
the  beginning  of  the  year.  As  much  as 
another  400  tons  per  day  are  being 
removed  during  the  indefinite  shutdown 
of  the  remaining  machine  at  the  compa¬ 
ny’s  Chandler,  Quebec,  newsprint  mill. 

Citing  a  market  that  cannot  support  the 
West  Tacoma  machine’s  continuing  op¬ 
eration,  Abitibi  newsprint  operations  vice 
president  Alain  Grandmont  says  the  com¬ 
pany  will  find  “the  right  strategic  solution” 
for  that  one-machine  mill  by  year’s  end. 

Revised  figures  from  the  Newspaper 
Association  of  America  show  U.S.  dailies 
consumed  833,000  metric  tons  of  news¬ 
print  in  April,  2.2%  more  than  a  year  ear¬ 
lier.  Their  end-of-month  newsprint  inven¬ 
tories  totaled  980,000  tons  (a  35-day  sup¬ 
ply),  a  5  .7%  decline  from  almost  1.04 
million  tons  (38  days)  in  April  1998. 

—  Jim  Rosenberg 


Allen-Bradley  controls  is  being  added  to  an 
eight-unit  Goss  Visa  in  Trinity’s  Chester 
plant.  The  "footprint  shaftless”  tower  syn¬ 
chronizes  electronically  with  the  Visa. 
Besides  the  50,000-circulation  Chester 
Chronicle,  the  plant  prints  about  50  week¬ 
lies,  advertising  leaflets,  and  other  jobs. 

Kent  Messenger  Group’s  six-unit  Visa 
will  get  new  inkers  and  spray-bar  dampen¬ 
ers  when  it  adds  a  Newsliner  shaftless 
tower  at  each  end,  boosting  straight-run 
capacity  to  112  pages,  48  in  full  color. 
Harland  Simon  will  supply  the  drives,  con¬ 
trols,  and  computer  system. 

The  Yorkshire  Post  bought  two  “foot¬ 
print  shaftless”  Goss  mono  units  (expand¬ 
able  to  color  towers)  for  its  two  HT70 
press  lines  in  Leeds,  which  also  print  the 
Financial  Times'  northern  edition  — 
which  must  match  the  southern  edition’s 
56  pages,  with  16  in  full  color. 

Color  demand  in  Yorkshire  akso  drove 
Ackrill  Newspapers  to  reconfigure  its  exist¬ 
ing  Goss  Super  Gazette  in  Harrogate  with 
an  additional  Super  Gazette  purchased 
from  another  publisher.  An  infrared  dryer 
also  is  being  installed.  ■■ 


Goss  presses  expand 
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FEATURES 

AVAILABLE 


_ ASTROLOGY _ 

V\/eekly  or  Monthly  Forecasts 
Free  link  to  our  www  brings  readers 
http://www.time-data,conn 
Time  Data  Syndicate  (800)  322-5101 


FAX  your  ad  to 

212  4929  ♦1259 


I _ AUTOMOTIVE _ 

I  WE'LL  DO  the  writing,  you  sell  the  ads! 

I  Enhance  your  auto  section  and  ad 
sales  with  articles  from  AUTOMOTIVE 
j  NEWS  and  AUTOWEEK,  the  leaders 
i  in  weekly  automotive  industry  report¬ 
ing.  Crain  News  Service,  Joe  Hanley 
I  (212)  254-0890  Fax  (2 1 2)  254-7646 

ENTERTAINMENT 

“Hollywood  Behind  the  Scenes” 
i  Hook  readers  with  insider's  view  of 
1  what  stars  are  really  doing. 

I  Rates  and  samples,  (800)  959-9977 


INTERNET  &  TECHNOLOGY 

TechnologyFair.Com 
See  the  Tech  News  Center  for 
Tech  Editors  and  journalists 
www.technolagyfair.com 

MOVIE  REVIEWS 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provacative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  1 0941  ; 

(914)  692-4572 
Fax  (91 4)  692-8311 


_ PHOTOS _ 

NEWSA4AKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 

,  www.newsmakers.net 

PUZZLES 

ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Coll  (800)  292-4308/(909)  766-761 7 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
I  FREE  packet  with  sample  puzzles 
I  (409)  295-5794  Fax  (409)  295-9624 
!  P.O.  Box  1 972,  Huntsville,  TX  77342 


ANNOUNCEMENTS 


NEWSPAPER  APPRAISERS 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


KAMEN  &  CO.  GROUP  SERVICES 
Appraisers/ Management  Consultants 
Specializing  in  weekly  &  monthly  pub¬ 
lications.  NY  (516)  379-2797,  Tampa 
(727)  786-5930.  Fax  (5 1 6)  379-38 1 2 

WHAT'S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
www.mediamergers.com 

NEWSPAPER  BROKERS 

750Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  SWest/West 
(505)524-0122 
Michael  Bradley,  Northeast 
(508)  563-2835 


BOLITHO  MEDIA  SERVICE 
Cammunity  Newspaper  Sales  & 
Appraisals.  (580)  421-9600 


NEWSPAPER  BROKERS 

BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 

C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  2 14-7 
_ Boca  Roton,  FL  33432 _ 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitians 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales  &  Appraisals 

(909)  626-6440 
_ Fax  (909)  624-8852 


JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


NEWSPAPER  BROKERS 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  #1 1,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 


MICHAEL  D.  LINDSEY 
Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003  FAX  (307)  772-0004 


PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 

NEWSPAPERS  FOR  SALE 

EXCLUSIVE  WEEKLY  in  growing 
upscale  southern  California  market. 
Gross  near  $600M.  Cash  Flow  to 
owners  30%.  Call  Jim  Hicks  (Bolitho- 
Cribb  &  Associates)  (307)  684-9407. 


FOR  A  LIST  OF 

Publications  For  Sale  Go  To . . . 
www.mediamergers.com 


NEWSPAPER  APPRAISERS  NEWSPAPER  BROKERS 


Bolitho-Cribb 
&  Associates 

Publication  Brokerage 
&  Appraisals 
est.1923 

Please  call  us  to  discuss  your  options  in  a  sale 


Confidential  Appraisal 
for  Estate,  ESOP, 
Partners,  Bank,  Tax, 
Stock,  Assets 


We  have  sold 
thousands  of 
publishing  companies 
since  1923 


John  Cribb  Jim  Hicks  Tom  Karavakis 

406-586-6621  307-684-9407  941-403-4133 

104  E.  Main,  Suite  402,  336  US  16  East,  268  Edgemere  Way  E., 

Bozemark  MT  59715  Buffalo,  WY,  828M  Naples,  FL  34105 

jcribb^mt.net  jfhickst^rib.com  tokis@mindspring.com 

For  a  listing  of  publications  for  sale,  go  to  www.cribb.com 


FOR  CURRENT  LISTINGS 
GOTO 
cribb.com 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)  476-3950 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Chcxk  our  References 

265-9300  Rickenbacher 
Rickenbacher  Media 

6731  De.sco  Dr.,  Dalla.s,  TX  75225 
www.rickcnbachermedia.com 


NEWSPAPERS  FOR  SALE 

NEW  ENGLAND:  Healthcare  monthly 
$295,000;  CALIFORNIA:  Business  bi¬ 
monthly  $180,000;  FLORIDA:  Island 
resort  magazine  $150,000;  SOUTH 
CAROLINA:  Shopper  must  sell,  great 
opportunity  $75,000.  Mayo  Commu¬ 
nications,  (813)  971-2061. 

VERMONT  WEEKLY.  Good  newspa¬ 
per.  Good  business.  Box  08894,  Editor 
&  Publisher. 

NEWSPAPERS  WANTED 

EXPERIENCED,  SUCCESSFUL  third- 
generation  newspaper  family  with  subs¬ 
tantial  resources  seeks  large  weekly  or 
small  daily.  All  locations  considered. 
Cash  or  terms.  Correspondence,  dis¬ 
cussions  confidential.  Box  08895, 
Editor  &  Publisher. 

LIBERTY  GROUP  PUBLISHING  is 
aggressively  seeking  newspapers  and 
other  print  publication  acquisitions. 
LGP  is  owner/operator  of  approxi¬ 
mately  240  publications,  including  60 
daily  newspapers.  All  correspondence 
and  discussions  are  canfidential.  Con¬ 
tact: 

KENNETH  W.  COPE 
Executive  Vice-President 
1 006  W.  Harmony 
Neosho,  MO  64850 
Phone:  (417)451-1520 

WE  HAVE  BUYERS 
for  Newspaper  and 
Other  Print  Media 

RANGING  FROM  $  1 OOK  to  $  1 OOM 
Knowles  Media  Brokerage  Services 
Gregg  K.  Knowles,  President 
(909)626-6440 
Fax  (909)  624-8852 

PUBUCATIONS  WANTED 

ARE  YOU  SELLING  or  thinking  about 
it?  Larry  Ross  Advertising,  Inc.  is  look¬ 
ing  to  purchase  publications  and  direct 
mailing  programs.  Open  to  all  types 
and  frequencies.  Please  contact  Larry 
Ross  at  (732)  679-6488,  or  mail  sam¬ 
ples  ta  Larry  Rass  Advertising,  Inc., 
2500  Route  9  South,  Old  Bridge,  NJ 
08857. 
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EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  CoHbom  -  CK  Optical 
_ (310)  372-0372 _ 

_ MAIIROOM _ 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stifcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 

BUY -SELL -TRADE 
Contact  Dick  Swaney 
Pioneer  Equipment 
Phone  (2 17)  43 1-0275 
Fax  (21 7)  431-0273 


LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID- AMERICA  GRAPHICS,  INC. 
(800)356-4886  Fax  (81 6)  887-2762 


MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)273-5218 
Fax  (407)  273-9011 


MAILROOM 


NEVYSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and 
Heidelberg  Inserting  Systems 

•Spare  Parts  ‘Training  •Installation 
•Mailroom  Systems 
•Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)428-5817 
Fax  (770)  590-7267 


PRESSES 


BESTSELEaiONOF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


COMMERCIAL  PRESSES  &  AUXlUARIES 
Brush  Dampener  Conversions 
(815)  648-4611 
Fax  (81 5)  648-2856 


i  METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/ 2  presses.  AL  TABER 
I  (770)552-1528 

I  Fox  (770)  552-2669 


_ PRESSES _ 

DON'T  SEa  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
]  Web  and  Newspaper  Web  Presses" 

PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metro;  SOLNA  D30  C96 

Tel:  (91 3)  648-2000 

_ Fax:  (913)648-7750 _ 

I  GLOBAL  SINGLEWIDTH  SALES 
j  Sell/Rebuild  Used  Equipment 

{  Specializing  in  C^ss 

Inventory  Immediately  Available 
Call  (630)  876-9977 

I  _ Fox  (630)  876-9972 _ 

I  USED  NEWSPAPER  PRESSES. 

I  Call  Henry  Cobb  @  ONE 

I  (404)  842-01 1 1 


WANTED  TO  BUY 

WANTED  DEAD  OR  AUVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fox  (256)  997-9656 


WANTED  TO  BUY 

BUYING  news  photos,  sports,  politics, 
personalities,  events.  Any  quantity, 
anywhere.  Call  Jim  1  (800)  872-9990. 

NEWSRACKS  WANTED.  Want  to  get 
rid  of  your  old  newsracks?  Call  me,  I 
will  buy  them.  John  (305)  225-3742. 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-58 1 7  Fox  (770)  590-7267 

FERAG  EQUIPMENT 


FERA6  MULTI  CELL 
STACKER  COMPLEXES 
FOR  SALE 

Contact:  John  Wills 

Ph«ii«:  (516)  843-3003 
hui  (516)  843-2280 


MELVILLE,  NY 


INDUSTRY 

SERVICES 


CIRCULATION  CONSULTANTS 

KAMEN  &  CO.  GROUP  SERVICES 
Evaluations  •  Expansion  •  Training 
Bulk,  Home  Delivery,  Single  Copy. 
(516)  379-2797/(727)  786-5930 

CIRCULATION  SERVICES  ~ 

III  1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKCTING 
Horace  Southward 
(877)  550-1515 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 

CIRCULATION  SERVICES 


CIRCULATION  SERVICES 

II  III  ONE  ALTERNATIVE  FOR 
PRUDENT  NEWSPAPERS  Mill 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(800)  247-233§ 
www.circulation.net 


BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skoff  (800)  21 8-6731 


PRO  <;tart<; 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 

Professional  Telemarketing  &  Database  Services 

PAID  IN  ADVANCE  TELEMARKETING 

Credit  Cards  or  FoneChex™- Thousands  Processed  Weekly 
25%  Minimum  PIA  Guaranteed 
PrMrams  Powered  By  INSOURCE™  -  Data  From  experian™ 

The  leading  source  ot  consumer  marketing  into  available 
Great  Rates,  the  most  accurate  data  and  the  highest  quality  representation  available 
1  -888-343-0470  Offices  Nationwide 


CIRCULATION  SERVICES 

PRESSROOM  SERVICES 

HEADUNE  PRQMQTIQNS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 

STOP  SAVER  PROGRAMS 
VERIFICATION  CALUNG 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 

DO  YOU  NEED  HELP  ON  YOUR 

ELECTRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 

AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(8(X))  545-6908, 24  hour  line 
(505)  842-1357 

P.O.Box  1952 

Albuquerque,  NM  871 03 

PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams? 

Unsafe  floors,  catwalks  and  lad- 
1  derways?  Dirty  air  handling  systems, 

I  ductwork? 

Daily  Service  Contracts 

One  Time  Service 

ALL  WORK  DONE  TO  YOUR 

COMPLETE  SATISFACTION! 

30  Years  experience! 

PRESSROOM  CLEANERS 

CALLTOa  FREE  (800)  657-21 10 

SPEaRUM  MARKETING  SERVICES 

A  teleservices  solution  for 
•Cold-call  projects 
•Stop-saver  projects 
•Up-grade  projects 

Call  Doug  Reese  at  (800)  972-6778 

TELE  DIREa  MARKETING,  INC. 

(91 2)  226-6100  Fax  (91 2)  226-541 4 
“newspaper  telemarketing  experts” 

TRAINING 

COMPUTER  SOFTWARE 

NEWSPAPER  SALES  MAGIC.  Subscrip¬ 
tion  sales  training  tapes.  4  upbeat 
tapes  show  how  to  close/objections. 

American  Reading  Association 
(888)  747-2949  sales@magicm.com 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)791-3301 
http://www.fakebrains.com 

AND 

SERVICES 


DIRECTORY 


For  Business  Card  advertising, 
call  (212)  675-4380,  exL  174 
Contract  rates  available 


Did  you  know...  9?? 

• 

28.31%  of  all  new  start  orders 
written  are  either  never  started, 
started  with  a  delivery  problem,  or 
no  good. 

Source:  Ver-A-Fast  Corporation,  1998  data 
1-800-327-8463 
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HELP  WANTED 


_ ACADEMIC _ 

JOURNALISM  FACULTY:  Tenure  track. 
Instruction  emphasizes  writing  skills 
employed  in  public  communication. 
Teach  news  writing,  photography,  and 
other  communication  fields  which  may 
include  public  relations  and  desktop 
publishing.  Supervise  photo  production 
laboratory.  Additional  responsibilities 
include:  student  advisement,  service  on 
school  and  campus  committees,  cur¬ 
riculum  development,  student  recruit¬ 
ment.  Future  teaching  assignments  may 
include  evenings,  weekends,  a  distance 
learning  environment,  and  the  Norwich 
Campus.  Master's  in  journalism,  public 
communications,  or  a  related  field 
required.  Candidates  nearing  comple¬ 
tion  of  a  Master's  will  be  cansidered. 
Successful  candidate  must  be  devoted 
to  flexibility  and  creativity  in  pedagogy 
and  committed  to  a  high  level  of  stu¬ 
dent  service.  Experience  in  media  and 
with  digital  photography  preferred. 
Previous  college  teaching  preferred. 
Starts  August  1 7,  1 999.  Salary  com¬ 
mensurate  with  education  and  experi¬ 
ence.  Letter  of  application  and  resume 
to  Director  of  Human  Resources,  SUNY 
College  of  Agriculture  and  Technology, 
Morrisville,  NY  1 3408.  Fax  (315)  684- 
6261.  Application  review  will  begin 
immediately  and  continue  until  position 
is  filled.  An  EEO/ AA  Employer 

ADMINISTRATIVE 

GENERAL  MANAGER 

The  Sacramento  Bee  seeks  a  General 
Manager  to  oversee  the  advertising 
department  for  Neighbors,  The  Bee's 
award-winning  community  news 
division.  Responsibilities  include 
managing  two  sales  managers,  a  com¬ 
munity  publications  manager  and  a 
staff  of  1 2  salespeople.  A  minimum  of 
5  years  managing  a  community  news¬ 
paper  is  desired.  Neighbors  publishes 
in  a  four-county  area.  Send  resume 
and  cover  letter  to  Steve  Bernard,  Vice 
President  of  Advertising  and  Market¬ 
ing,  The  Sacramento  Bee,  2100  Q 
Street,  Sacramento,  CA  95816. 


ACADEMIC 


ADMINISTRATIVE _ 

CHIEF  EXECUTIVE  OFFICER  SEARCH 

We  are  a  Los  Angeles  Internet  startup 
currently  in  the  embryonic  stages.  Our 
model  targets  a  multitude  of  inter¬ 
related  industries  including:  entertain¬ 
ment,  broadcasting/media,  publishing 
1  and  advertising.  We  are  first-to-market 
j  with  zero  competitors,  and  are 
:  beginning  our  initial  funding  process 
I  ($20MM)^ 

I  We  seek  a  remarkably  successful 
j  leader  with  5-10  years  experience  as 
!  CEO  with  a  major  publishing,  entertain- 
j  ment  or  broadcasting/media  concern. 

I  You  must  have  impeccable  leadership, 

:  communications,  business  and  finan¬ 
cial  skills.  We  are  only  considering 
candidates  living  in  California  or  Ari-  I 
zona  at  this  time.  See  a  detailed  job 
description  at  (lowercase  ONLY!):  [ 

http://home.earthlink.net/~smbernson  i 

I  GENERAL  MANAGER  | 

j  Excellent  opportunity.  Prize-winning 
;  weekly  in  western  Massachusetts  city, 
j  IcKiking  for  independent,  energetic, 

,  experienced,  self-starter  to  build  sales. 

'  Salary  plus  incentives.  Send  resume  to 
I  Box  08687,  Editor  &  Publisher. 


GENERAL  MANAGER:  A  high  energy  j 
director  to  lead  a  group  of  9  Weekly  ' 
Newspapers  and  3  Shopper/TMC's  in  | 
Baker/ Amite,  LA.  Must  be  experienced 
in  newspaper  management  with  ability 
to  expand  markets.  Benefits,  including  | 
401  (k)  plan.  Mail  resume,  please  ! 
include  history  and  your  salary  require¬ 
ments  to  THE  EUNICE  NEWS,  P.O.  | 
Box  989,  Eunice,  LA  70535.  i 


SENIOR  MEDIA  PROFESSIONALS  - 
t  The  International  Research  and  Ex¬ 
changes  Board's  ProMedia  Program, 
I  a  USAID-funded  project,  seeks  long¬ 
term  Resident  Advisor  for  a  print  media 
development  program  in  the  Republic 
of  Georgia,  ideal  candidates  are  expe¬ 
rienced  prafessionals  with  at  least  1 0 
I  years  business  management  and/or 
j  journalism  experience  in  print  media. 

;  Send  resume  with  cover  letter  to  IREX 
ProMedia,  fax  (202)  628-81 89  or: 
promedia@irex.org 

ACADEMIC 


JOURNALISTS  WANTED 

for  The  Freedom  Forum  Ph.D.  Fellowship  Program 

The  School  of  Journalism  and  Mass  Communication  at  the 
University  of  North  Carolina  at  Chapel  Hill  is  seeking  applicants 
for  its  sixth  class  of  Freedom  Forum  Ph.D.  Fellows.  Open  to  mid¬ 
career  professionals  with  at  least  10  years  of  news  experience. 
Must  be  currently  employed  full  time  in  a  news  operation. 
Experience  as  adjunct  faculty  member  beneficial  but  not  essen¬ 
tial.  The  27-month  program  pays  up  to  $50,000  a  year  plus  tuition, 
medical  insurance  and  travel  benefits.  GRE  required  of  ail  appli¬ 
cants.  Master's  not  required.  This  program  is  funded  by  The 
Freedom  Forum. 

Contact:  Margaret  A.  Blanchard 
mabianch^email. unc.edu 
919  /  962-4072 

Program  information  also  available  at: 
http://metalab.unc.edu/jomc/academic/graduate/financial/fff.html 
Deadline:  Dec.  1, 1999 
Class  enters  May  2000 

UNIVERSITY  OF  NORTH  CAROLINA 
THE  FREEDOM  FORUM 


_ ADMINISTRATIVE _ 

GROUP  CEO  WANTED.  Large  and 
growing  newspaper  company  is  seek¬ 
ing  a  revenue  producing  leader  who 
knows  how  to  control  costs  for  a  small 
group  of  its  daily  and  weekly  newspa¬ 
pers.  The  successful  candidate  must  be 
familiar  with  small  weeklies  and  small 
dailies  and  be  able  to  move  this 
already  successful  company  ahead. 
Direct  reports  will  include  several  pub¬ 
lishers.  The  ability  to  juggle  several 
locations  a  must.  We  are  looking  for  a 
multi-dimensional  candidate  who  likes 
to  operate  and  knows  how  to  build. 
This  is  not  a  “beginners”  position.  In 
your  cover  letter,  please  clearly 
indicate  why  you  should  be  considered 
for  this  important  role  and  describe 
your  salary  history  and  expectations.  A 
significant  portion  of  the  compensation 
program  is  based  upon  achieving 
budgeted  performance.  Please  send 
cover  letter,  resume  and  salary  history 
to  Box  08890,  Editor  &  Publisher. 

ADVERTISING 


ADVERTISING  DIREaOR 

Come  grow  with  us!  We  just  added 
our  seventh  day  and  are  looking  to 
grow  circulation  in  this  fast  growing, 
sunny,  southern  California  community. 
We  are  looking  for  an  experienced,  com¬ 
munity  minded,  advertising  pro¬ 
fessional  with  exceptional  people  skills 
to  lead  our  talented  staff  into  the  new 
millennium.  If  you  are  looking  for  an 
opportunity  to  make  a  difference  in  the 
community;  if  you  are  interested  in 
working  for  an  organization  where 
your  contributions  will  be  recognized 
and  rewarded;  if  you  are  able  to 
inspire  teamwork  and  cooperation 
among  the  advertising  sales  staff  and 
with  other  departments  of  the  newspa¬ 
per,  then  send  us  a  resume,  and  cover 
letter  that  demonstrates  your  sales  and 
marketing  skills,  and  your  passion  for 
excellence.  We  are  the  Antelope  Valley 
Press,  a  family  owned,  midsize, 
award-winning,  community  doily  serv¬ 
ing  the  rapidly  growing  communities  of 
the  Antelope  Valley  including 
Palmdale,  and  Lancaster,  CA.  Send 
your  application  material  to: 

William  C.  Markham 
Publisher 

The  Antelope  Valley  Press 
P.O.  Box  4050 
Palmdale,  CA  93590-4050 


ADVERTISING  DIREQOR 
Ready,  Fire,  Aim! 

If  you  develop  sound  business  ideas 
overnight  and  want  to  implement  them 
the  next  day  without  a  lot  of  red-tape 
then  you  should  apply. 

Vast  untapped  revenues  await  the 
sales-oriented  Ad  Director  who  comes 
to  work  for  this  family  owned  daily  in 
beautiful  southern  Kentucky!  Every 
year  a  couple  new  major  chain  stores 
discover  our  growing  college  town,  but 
there's  still  plenty  of  locally  controlled 
advertising  left  to  sway  our  way. 

The  best  candidate  will  have  3-5  years 
newspaper  advertising  management 
experience  with  emphasis  on  sales 
training  and  development. 

This  is  a  good  opportunity! 

Apply  to  Mark  Van  Patten,  general 
manager.  Daily  News,  P.O.  Box 
9001 2,  Bowling  Green,  KY  42 1 02. 

Fax:  (270)781-0726 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 

The  Mercury,  a  7-day  daily  newspaper 
in  the  suburban  Philadelphia  area  has 
an  immediate  opening  for  an  experi¬ 
enced  Ad  Director  to  lead  our  talented 
advertising  staffs.  Successful  candidate 
will  possess  a  proven  track  record  in 
sales  management,  be  well  acquainted 
with  budgeting/forecasting  and  able  to 
develop  creative  sales  strategies  and 
features  to  increase  revenue.  We  are 
looking  for  o  strong  leod-by-example 
manager  to  build  upon  the  successes 
already  in  place. 

I  This  is  a  challenging  opportunity  in  a 
j  nice  suburban  community.  We  offer  a 
competitive  salary,  fringe  benefits, 

I  401  (k)  and  bonus  plan. 

1  Send  or  Fax  your  resume  to  Dennis 
j  Pfeiffer,  publisher.  The  Mercury,  24  N. 

I  Hanover  Street,  Pottstown,  PA  1 9464. 
i  Fax  (6 10)  327- 1931 


j  ADVERTISING  DIREaOR 

Zone  2,  AM,  seven-day,  community 
!  newspaper  seeks  experienced  sales 
manager.  We  need  a  hands-on  pro¬ 
fessional  who  can  organize,  lead  and 
teach  a  young  staff  in  a  growth 
market.  Send  resume  to  Box  08892, 
Editor  &  Publisher. 


ADVERTISING  DIREaOR 
j  We  are  searching  for  an  Ad  Director 
to  lead  the  advertising  efforts  of  a  7 
day  AM  daily  newspaper  in  Marion, 
OH.  The  successful  candidate  will  be 
able  to  uncover  new  product  opportu¬ 
nities,  create  new  revenue  streams  and 
motivate  a  sales  staff.  This  16,500 
circulation  daily  is  part  of  Thomson 
Newspaper's  Central  Ohio  Strategic 
'  Marketing  Group,  which  could  lead  to 
j  future  opportunities.  We  want  someone 
j  who  is  interested  in  working  for  a 
j  progressive  organization  where  your 
I  contributions  will  be  recognized  and 
rewarded.  If  you  are  able  to  inspire 
teamwork  among  the  advertising  sales 
stoff  and  with  other  departments  of  our 
i  newspaper,  then  send  us  a  resume, 
and  cover  letter.  We  offer  a  com¬ 
petitive  salary,  bonus  and  excellent 
benefits.  Please  mail,  fax,  or  E-mail 
your  resume  and  cover  letter  attention: 
j  Coreen  Fisher,  regional  advertising 
director,  P.O.  Box  25,  Mansfield,  OH 
44901. 

i  Cfisher@cosmg.com 

_ Fax:  (419)  521-7413 _ 


ADVERTISING  SALES 
3-year-old,  Ann  Arbor,  Michigan- 
based  Catholic  newspaper  seeking 
advertising  salespeople,  responsible  for 
securing  new  advertisers.  Advertising/ 
sales  experience,  organizational  skills, 
initiative  and  strong  sense  of  mission 
required.  Must  be  able  to  present  the 
Catholic  character  of  the  publication. 
Knowledge  of  Microsoft  Windows  95 
helpful.  Base  salary  and  generous  com- 
I  mission  structure.  Please  submit  your 
resume  to  Credo  Newspapers,  Attn: 
Clare,  P.O.  Box  504,  Ann  Arbor,  Ml 
48 1 06  or  fax  to  (734)  930-3 1 79. 
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CLASSIFIED 


HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING/MARKETING 

DIREaOR 

Community  Publishers,  Inc.  seeks  an 
experienced  advertising  sales  and 
marketing  professional  for  our  growing 
family  of  community  newspapers  that 
are  based  in  Northwest  Arkansas  and 
cammitted  to  one  of  the  country's 
fastest  growing  and  most  desirable 
regional  markets.  Our  award-winning 
newspapers  are  experiencing  circula¬ 
tion  growth  and  an  increase  in  advertis¬ 
ing  customer  base  due  to  the  influx  of 
many  new  national  advertisers.  Be  a 
part  of  this  excitement  and  live  in  the 
glorious  Ozarks! 

The  ideal  candidate  has:  recent  history 
of  successful  newspaper  advertising 
sales  management  and  marketing 
strategy  in  a  competitive  marketplace; 
the  ability  to  manage  and  market  multi¬ 
ple  publications  and  staffs;  successful 
major  account  presentation  and  nego¬ 
tiation  skills;  excellent  communication 
and  interpersonal  skills;  and  a  high 
level  of  motivation  and  innovation. 

We  offer  lucrative  compensation, 
excellent  benefits  and  a  terrific  working 
environment.  Fax  your  resume  with  a 
cover  letter  to  (501 )  271-3788. 


OASSIFIED  ADVERTISING  DIREaOR 

The  Pittsburgh  Tribune-Review,  one  of 
the  nation's  fastest  growing  newspa¬ 
pers,  is  currently  recruiting  for  a  pro¬ 
ven  Classified  Advertising  Director. 
This  is  an  exceptional  opportunity  to 
join  a  growing  and  dynamic  organiza¬ 
tion  in  a  revitalized  region  that  has 
also  been  named  one  of  America's 
most  liveable  cities.  We  are  seeking  an 
ambitious,  self-motivated  candidate 
that  displays  strong  leadership  and 
communication  skills  as  well  as  an 
extensive  knowledge  of  classified 
marketing.  Vision  to  develop  and  imple¬ 
ment  marketing  plans  to  grow  revenue 
and  market  share  is  essential.  Com¬ 
petence  to  coach  sales  staff  and  train 
them  on  new  print  and  Internet  market¬ 
ing  opportunities  is  also  beneficial. 

The  qualified  candidate  will: 

•Have  3  to  5  years  Classified  Advertis¬ 
ing  management  experience 
•Be  detailed  oriented  with  the  ability  to 
handle  multiple  projects 
•Enjoy  a  competitive  fast-paced,  chang¬ 
ing  environment 

•Be  experienced  in  Internet  ad  sales 

We  offer  a  competitive  salary  and 
benefits  package  that  includes  a  choice 
of  healthcare,  dental  and  eye  care 
plans,  paid  vacation,  long  and  short 
term  disability  and  a  matching  401  (k) 
program.  Please  send  resume  and 
salary  requirements  to  Tribune-Review, 
Attn:  A.  Mroz,  622  Cabin  Hill  Drive, 
Greensburg,  PA  1 5601  or  E-mail  to: 
amroz@tribweb.com 
No  phone  calls,  please 


_ ADVERTISING _ 

CLASSIFIED  ADVERTISING  MANAGER 
A  rare  opportunity  to  join  progressive 
over  100,000-t-  circulation,  indepen¬ 
dent  daily  newspaper  with  state-of-the- 
art  sales  system,  technology  and  pro¬ 
duction  plant.  Candidates  preferably 
will  bring  both  classified  and  retail 
management  experience  to  the  assign¬ 
ment.  Job  features  include  beautiful 
NW  city,  nice  salary  and  employee 
benefit  package.  Please  respond  by 
sending  a  cover  letter,  resume  and 
salary  requirements  to  Dan  Grady, 
advertising  director.  The  Spokesman- 
Review,  999  W.  Riverside,  Spokane, 
WA  99201. 

Equal  Opportunity  Employer 


CLASSIFIED  MANAGER 
Take  charge  leader  sought  to  jump 
start  classified  department.  Join  the 
team  of  the  largest  shopper  in  the 
Washington  DC  area.  Minimum  5 
years  management  experience 
required.  Top  Salary,  Bonuses,  401  (k). 
Benefits  &  More.  Fax  resumes  only  The 
Merchandiser  Newspaper  (301 )  258- 
0423,  Attn:  M.L.  Griswold,  publisher. 


CLASSIFIED  SALES  MANAGER 

The  Natchez  Democrat,  an  award  win¬ 
ning  1 3,000  circulation  newspaper 
located  in  historic  Natchez,  Mississippi, 
is  seeking  a  classified  sales  manager. 
Ideal  candidate  will  have  experience  in 
developing  and  implementing  suc¬ 
cessful  sales  campaigns  and  a  proven 
track  record  of  increasing  classified 
word  and  display  sales.  Must  be  hands 
on  individual  as  you  will  be  expected 
to  generate  your  share  of  revenue  and 
manage  two  other  inside  sales 
representatives  to  meet  and  exceed 
their  goals.  Top  performer  could  expect 
to  earn  in  excess  of  $40,000  per  year. 
Excellent  benefits  opportunity  for 
advancement  with  Boone  Newspapers, 
Inc.  Please  send  resume  with  salary  his¬ 
tory  to  The  Natchez  Democrat,  Attn: 
Dennis  Palmer,  P.O.  Bax  1447, 
Natchez,  MS  39120.  You  may  also 
fax  your  resume  to  (601 )  442-7315  or 
E-mail  to: 

dennis.palmer@natchezdemocrat.com 


MAKDR  ACCOUNTS 
SALES  MANAGER 

The  Sacramento  Bee  has  an  opening 
for  a  Major  Accounts  Soles  Manager 
to  lead  our  Retail  Advertising  major 
accounts  sales  team.  The  Manager  will 
be  responsible  for  managing  and 
motivating  this  team  in  achieving  indi¬ 
vidual  and  collective  group  and 
departmental  revenue/volume  perfor¬ 
mance  objectives.  We  are  seeking 
an  individual  with  newspaper  retail 
advertising  management,  with  experi¬ 
ence  in  major  accounts.  The  Sacramento 
Bee  offers  a  competitive  salary  and  bonus 
structure  plus  an  extensive  benefits 
package  including  401  (k)  and  fitness 
and  child  care  centers.  Please  fax  resume 
and  cover  letter  to  (916)  321-1984. 
Or  mail  to  The  Sacramento  Bee,  Human 
Resources,  P.O.  Box  1 5779,  Sacramento, 
CA  95852. 


ADVERTISING _ 

MAJOR  ACCOUNTS 
SALES  MANAGER 

The  San  Jose  Mercury  News,  a  news¬ 
paper  of  Silicon  Valley,  is  seeking  an 
experienced,  high-energy  professional 
to  join  our  Advertising  Sales  Manage¬ 
ment  team.  Responsibilities  include 
management,  leadership,  and  devel¬ 
opment  of  advertising  revenue  for  the 
major  accounts  and  vendor/co-op 
specialty  retail  department. 

Requirements  are:  4  year  college 
degree  in  advertising.  Minimum  of  4 
years  experience  in  sales  and  market¬ 
ing  management  with  demonstrated 
success  identifying  and  developing  suc¬ 
cessful  growth  strategies.  Excellent 
verbal  and  written  communication 
skills.  Newspaper  or  media  sales  expe¬ 
rience  is  a  plus.  Successful  experience 
in  leading  change  initiative  and  devel¬ 
oping  the  capabilities  of  sales  team. 
Demonstrated  success  in  achieving 
results  through  cross-departmental  col¬ 
laboration. 

The  Mercury  News  offers  a  competitive 
compensation  and  benefits  package. 

We  prefer  to  receive  resumes  by  E-mail 
(no  attachments).  Paste/type  your 
resume  in  the  body  of  the  message. 
Specify  the  position  you  are  applying 
for  in  the  subject  box.  You  may  also 
mail  your  resume.  You  must  specify  the 
position  you  are  applying  for  in  your 
cover  letter. 

Human  Resources  Department 
jobs@sjmercury.com 

(re:  Major  Account  Sales  Manager) 
San  Jose  Mercury  News 
1 70  Ridder  Park  Drive 
San  Jose,  CA  951 90 

EQUAL  OPPORTUNITY  EMPLOYER 


NEWSPAPER  PUBLISHING  -  Portland, 
ME.  80MM  division  of  family  managed 
newspaper.  Report  to  VP  Advertising, 
with  a  staff  of  30.  Unionized  opera¬ 
tion.  Interested  parties  E-mail  resume  to 
krobertsl@erols.com  (specify  position). 

CLASSIFIED  DEVELOPMENT  MAN¬ 
AGER  -  Manage  all  aspects  of 
classified  department.  Develop  and 
implement  new  strategies  for  revenue 
growth.  Lead  new  tech  efforts. 
Budgetary  responsibility.  5-t-  years  in 
classified  department.  Excellent  com¬ 
munication  and  management  skills. 
Base  compensation  $75K  with  MBO  of 
20%. 

DISPLAY  ADVERTISING  MANAGER  - 
Direct  all  retail,  national  and  major 
accounts  to  ensure  revenue  goals  are 
met  and  customer  needs  satisfied. 
Develop  new  accounts  and  retain  busi¬ 
ness.  Set  and  manage  advertising 
budgets.  7-i-  years  in  Newspaper  busi¬ 
ness  with  strength  in  display  advertis¬ 
ing.  Excellent  communication  and 
management  skills.  Base  compensation 
of  $85K  with  MBO  of  20%. 


_ ADVERTISING _ 

ONE  OF  THE  fastest  growing  newspa- 
I  per  groups  in  the  country  is  in  need  of 
I  aggressive,  results  oriented  Advertising 
Directors  for  newspapers  in  the  10- 
35,000  circulation  range.  Successful 
candidates  must  be  able  to  lead,  train 
and  sell.  Rewards  commensurate  with 
results.  Good  benefits  program.  Pre¬ 
ferred  candidates  should  have  poten¬ 
tial  and  desire  to  eventually  assume 
Publisher  status.  Please  submit  resume, 
compensation  history,  and  cover  letter 
that  outlines  skills  and  experience  to 
Box  08891 ,  Editor  &  Publisher. 

RECRUITMENT  ADVERTISING 
SALES  MANAGER 

The  Hartford  Courant  is  looking  for  a 
seasoned  Recruitment  Advertising 
Sales  Manager  to  strategically  lead, 
manage  and  motivate  its  recruitment 
advertising  sales  team  to  exceed 
budget,  increase  market  share  and 
exceM  customer  expectations.  Take 
charge  of  a  category  facing  exciting 
challenges.  Lead  this  sales  teem  into 
the  next  century,  and  through 
innovative,  out-of-the-box  thinking, 
provide  employers  and  job  seekers 
with  the  products  and  tools  they  will 
keep  coming  bock  to  use. 

Qualified  candidates  should  possess  a 
vision  and  passion  for  this  critical 
Classified  category,  have  a  sense  of 
humor  and  run  on  high  energy  and 
enthusiasm. 

Preferred  work  experience:  direct  ad 
agency,  job  fair  or  recruitment;  niche 
;  experience.  Recruitment  management 
j  background  can  be  online  only,  print 
j  or  both.  Will  consider  manager  from 
I  other  advertising  categories  if  strong 
!  recruitment  advertising  sales  in  a 
I  senior  position  is  part  of  background. 
College  degree  or  equivalent  business 
experience  is  required. 

Position  requires  the  following  strong 
basic  management  skills:  excellent 
interpersonal  skills,  strong  oral  and 
written  communication  skills,  and  out¬ 
standing  leadership  skills  with  a  focus 
on  team  building,  budget  cantrol,  busi¬ 
ness  plan/project  development  and 
prioritization.  A  commitment  to 
diversity,  staff  development  and  one- 
on-one  coaching  is  essential.  We  offer 
excellent  salary  and  compensation 
plan,  401  (k)  and  benefits  package. 
Please  send  resume,  cover  letter,  and 
j  salary  requirements  to: 

Hartford  Couront 
Employee  Services  Department 
285  Brood  Street,  Hartford,  CT  061 1 5 
E-mail:  hcresumes@courant.com 
Fax:  (860)  520-3000 

The  Hartford  Courant  is  an 
Equal  Opportunity  Employer 
!  Committed  to  Workforce  Diversity 
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HELP  WANTED 


_ ADVERTISING _ 

RETAIL  ADVERTISING  MANAGER 

The  Tuscaloosa  News,  o  40, OCX)  doily 
located  in  Tuscaloosa,  Alabama  (the 
home  of  the  University  of  Alabama)  is 
seeking  an  experienced  leader  to 
direct,  motivate,  train  and  develop  its 
retail  advertising  staff  of  1 0. 

The  successful  candidate  must  have  an 
overall  knowledge  of  newspaper  oper¬ 
ations  and  a  minimum  of  5  years 
experience  in  newspaper  advertising. 
Management  experience  is  preferable. 
Candidate  should  be  creative, 
energetic,  enthusiastic,  innovative  and 
passionate  for  achieving  goals. 

The  Tuscaloosa  News  offers  a  com¬ 
petitive  salary  and  bonus  along  with 
reat  benefits  including  medical/ 
enfal/vision  and  hearing  insurance, 
paid  vacations,  401  (k)  and  stock 
purchase. 

Please  send  resume,  cover  letter  and 
salary  reguirements  to  Advertising 
Director,  The  Tuscaloosa  News,  P.O. 
Box  20587,  Tuscaloosa,  AL  35402. 

Or  Fax  (205)  349-0855 
Or  E-mail:  smilhg@nytimes.com 

The  Tuscaloosa  News,  a  New  York 
Times  Company,  is  an  Equal  Opportu¬ 
nity  Employer  supporting  diversity  in 
the  workplace. 


RETAIL  ADVERTISING  MANAGER 
The  Bradenton  Herald,  a  Knight  Ridder 
paper  on  the  west  coast  of  Florida,  is 
accepting  application  for  an  experi¬ 
enced  Retail  Advertising  Manager  with 
a  proven  record  of  Irodership  and 
increasing  sales  revenue.  This  positian 
leads  five  sales  teams  that  include 
marketing  consultants,  ad  creatars, 
and  a  marketing  assistant.  We  are  in  a 
competitive  market  that  requires  an 
equally  competitive  retail  manager. 
Send  resumes  to  Human  Resources,  attn: 
Barbara  Ferg,  102  Manatee  Avenue 
West,  Bradenton,  FL  34205. 


SALES  MANAGERS  NEEDED 
Florida  area  and  Mid-west  area. 
Keister-Williams  Newspaper  Services 
works  with  newspapers  to  sell  ads  on 
weekly  church  pages  and  other 
specials.  Newspaper  experience,  ad 
sales,  and  ability  to  travel  are 
required.  Challenging  pasition  has 
many  rewards  and  much  indepen¬ 
dence.  We  furnish  accounts,  pay 
salary  plus  expense  allawance,  and 
assist  on  ad  sales.  Contact  us  about 
Full  and  Part  time  positions. 

(800)  293-4709  Fax  (804)  293-4884 


SALES  MANAGER 

The  Missoula  Independent,  Montana's 
premier  weekly  newspaper,  seeks  a  pro¬ 
fessional,  highly-motivated  Sales  Man¬ 
ager.  We're  looking  for  a  skilled 
leader  to  supervise  a  staff  of  three  sales 
reps  and  cultivate  vital  accounts  in  a 
rapidly  growing  market.  Missoula's  got 
it  all:  mountains  and  malls,  nightlife 
and  wildlife.  To  become  part  of  one  of 
AAN's  best  small-morket  papers,  send 
a  resume  to  Sales  Manager,  P.O.  Box 
8275,  Missoula,  MT  59807. 

7  4  EDITOR  &  PUBLISH 


_ ADVERTISING _ 

SENIOR  ADVERTISING 
ACCOUNT  EXECUTIVE 
[  State  Press  Association  representing 
!  600  weekly  community  newspapers  in 
New  York  seeking  seasoned  newspa¬ 
per  advertising  salesperson  who  can 
prospect,  make  presentations,  develop 
sales  strategies,  utilize  market 
research,  and  close  sales.  Excellent  com¬ 
pensation  package  including  profit 
sharing  and  401  (k).  Great  environ¬ 
ment,  terrific  support  staff.  Send 
resume  and  salary  requirements  to 
Senior  Account  Executive,  New  York 
Press  Association,  1681  Western  Ave¬ 
nue,  Albany,  NY  1 2203-4305. 

CIRCULATION 

CIRCULATION  DIREaOR 
JOIN  A  WINNING  TEAM 
!  Are  you  a  market-sawy  circulation 
I  executive  interested  in  joining  one  of 
j  the  most  innovative  and  leading  edge 
companies  in  North  America?  Are  you 
I  a  team  player?  A  natural  leader?  We 
I  could  have  a  sp>ot  for  you.  Send  a  letter 
explaining  your  vision  for  driving 
readership  and  circulatian  growth  in 
support  of  increased  market  penetra¬ 
tion,  along  with  your  resume  and 
salary  expectations  to  Box  08884, 
Editor  &  Publisher. 


,  CIRCULATION  DIRECTOR  souaht  for 
I  group  of  weeklies  in  Zone  3.  Show  us 
track  record  of  3-5  years  in  grawing 
I  subs  through  carriers  and  dynamic  pro- 
;  motions.  People  skills  a  must  for  recruit- 
I  ing,  retention,  customer  service.  Reply 
1  to  Box  08887,  Editor  &  Publisher. 


CIRCULATION  DIREQOR 
Seven-day  community  newspaper  in 
Zone  2  is  seeking  a  results-oriented  pro¬ 
fessional  to  manage  its  circulation 
department.  The  ideal  candidate  has 
the  demonstrated  ability  to  closely 
I  manage  home  delivery  and  receiva- 
!  bles,  develop  a  strong  single  copy  pre- 
I  sence  and  implement  effective  market- 
I  ing  strategies. 

j  If  you  ore  ready  to  take  your  career  to 
a  new  level,  have  a  minimum  of  five 
I  years  circulation  management  experi- 
j  ence  and  wish  to  join  an  organization 
'  that  will  challenge  yau  to  your  full 
potential,  this  may  be  the  right  job  for 
!  you. 

j  We  provide  an  exceptional  starting 
j  salary  and  benefits  package  with 
unlimited  growth  potential.  Reply  in  con- 
j  fidence  to  Box  08718,  Editor  &  Pub- 
I  lisher. 


CIRCULATION  MANAGER 

I  Zone  5  newspaper  seeks  organized 
individual  to  lead  division  staff. 
Responsibilities  include  management  of 
circulation  staff:  carrier  recruitment,  col¬ 
lections,  and  delivery  management. 
Reports  to  Circulation  Director.  Must 
have  a  minimum  of  10  years  circula¬ 
tion  experience  with  a  minimum  5 
years  circulation  supervisory/ 
management  experience.  Salary  plus 
j  bonus,  401  (k)  and  excellent  benefits 
package.  Send  resume  and  cover  letter 
with  salary  requirements  in  confidence 
to  Box  08897,  Editor  &  Publisher. 
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_ CIRCULATION _ 

CIRCULATION  MANAGER 
We  are  looking  for  a  Circulation 
Manager  for  this  mid-size  community 
newspaper  with  a  circulation  of 
60,000  daily  and  70,000  Sunday  in 
Oregan's  capital  city.  You  will  assist 
the  Circulation  Director  in  developing  a 
budget  and  strategic  plans  to  meet 
department  objectives  to  increase 
market  share,  meet  revenue  goals 
and  improve  service.  Responsibilities 
include  managing  Home  Delivery  and 
Transportation.  5-I-  years  experience  in 
circulation  management  and  a  working 
knowledge  of  Excel  and  Ward  along 
with  excellent  communication  skills  are 
required.  Salary,  bonus,  401  (k).  Send 
resume  to  HR  Department,  Statesman 
Journal,  P.O.  Bax  1 3009,  Salem,  OR 
97309.  Equal  Opportunity  Employer 

CONSUMER  MARKETING  MANAGER 

The  Sacramento  Bee  is  seeking  a  Con¬ 
sumer  Marketing  Manager  ta  lead  our 
Consumer  Marketing  Department.  The 
individual  in  this  newly-created  posi¬ 
tion  will  develop  and  implement  market¬ 
ing  promotions  to  generate  new  home 
delivery  circulation.  Will  also  oversee 
and  coordinate  integrated  sales  efforts 
among  Customer  Service,  Telesales, 
Event  Sales  and  contracted  Door 
Crews,  and  will  develop  new  and  cast 
effective  means  of  increasing  home 
delivered  circulation.  We  are  seeking  a 
professional  with  the  follawing  qualities 
and  skills: 

•Exceptional  marketing,  management, 
leadership,  and  communication  skills 
•At  least  4  years  management  experi¬ 
ence  in  Sales  and  Marketing 
•Proven  success  in  sales  and  marketing 
background 

•Highly  organized  and  creative 
•College  degree  (Marketing/Business 
preferred) 

The  Sacramento  Bee  offers  a  com¬ 
petitive  salary  plus  an  extensive  bene¬ 
fits  package  including  401  (k)  and  fit¬ 
ness  and  child  care  centers.  Please  fax 
resume  and  cover  letter  to  (916)  321- 
1 984.  Or  mail  to  The  Sacramento  Bee, 
Human  Resources,  P.O.  Box  15779, 
Sacramento,  CA  95852. 

DIREaOR  OF  CIRCULATION 

The  Jerusalem  Post,  one  of  the  world's 
most  influential  newspapers,  seeks  a 
Directar  of  Circulation.  The  position 
has  authority  over  the  Post's  sales,  dis- 
tributian  and  customer  service  depart¬ 
ments  which  handle  daily  and 
weekend  editions  in  Israel  as  well  as 
weekly  international  editions.  A  suc¬ 
cessful  candidate  should  have  at  least 
five  years  extjerience  newspaper 
circulation  and  be  flexible  enough  to 
travel  extensively  between  Jerusalem 
and  North  America.  Salary  and  bene¬ 
fits  are  competitive.  Please  send 
resume  ta: 

Thomas  A.  Rose 
Publisher  and  CEO 
The  Jerusalem  Post 
401  N.  Wabash  Avenue,  Suite  740 
Chicago,  IL606i  1 
tomrose@l  i  ndy.  net 


_ CIRCULATION _ 

CIRCULATION  DIREaOR 

The  Times-Standard,  a  22,000  circula¬ 
tion  daily  newspaper  in  northern  Cali¬ 
fornia  is  seeking  a  circulation  director 
with  a  proven  track  record.  We  are 
looking  for  someone  with  strong 
administrative,  operational  and  sales 
capabilities  to  lead  our  staff  and  grow 
circulation.  The  Times-Standard  is  locat¬ 
ed  in  Eureka,  a  beautiful  coastal  com¬ 
munity  offering  varied  recreational 
activities  for  the  outdoor  enthusiast. 

The  ideal  candidate  will  have  a  degree 
or  equivalent  experience  and  3-5 
years  in  management.  We  affer  a  com¬ 
petitive  salary,  great  benefits  and  a 
401  (k)  plan. 

Interested  candidates  should  forward  a 
cover  letter,  resume  and  salary  require¬ 
ments  to: 

Tim  Dowd,  Publisher 
Times-Standard 
P.O.  Bax  3580 
Eureka,  CA  95502 


DISTRIBUTION  MANAGER 

The  Columbus  Ledger-Enquirer,  a 
Knight  Ridder  newspaper,  has  an  open¬ 
ing  in  circulation  for  a  distribution 
manager.  This  positian  oversees  the 
daily  delivery  to  all  home  delivery  sub¬ 
scribers,  develops  strategies  to  grow 
home  delivery,  plans  and  sets  goals  for 
the  staff  and  oversees  the  alternate 
delivery  operations.  Customer  service 
is  a  top  priority.  The  person  in  this  posi¬ 
tion  will  be  a  participant  in  Knight  Rid- 
der's  Circulation  Management  Devel¬ 
opment  Program  -  a  fast-track  pro¬ 
gram  designed  to  produce  the  next 
generation  of  circulation  managers 
and  directors. 

The  successful  candidate  will  hove: 

•A  college  degree  or  equivalent  expe¬ 
rience. 

•Five  years  of  newspaper  circulation 
distribution  or  equivalent  experience. 
•Excellent  management  skills  including 
effective  communications,  staff  devel¬ 
opment,  motivation  and  team  building. 
•Excellent  decision-making  skills. 

•High  standards. 

•PC  skills  including  Excel  and  Word. 
•Significant  contact  with  subscribers. 

•Must  be  results  oriented. 

This  person  must  be  self-motivated  and 
work  with  minimum  supervision.  The 
position  directly  manages  twa 
supervisors  and  1 3  district  managers. 

We  affer  a  competitive  salary  with 
bonus  and  comprehensive  benefits 
package.  Candidates  must  be  willing 
to  relocate.  Send  letter  af  interest  and 
resumes  ta: 

Human  Resources 
The  Columbus  Ledger-Enquirer 
P.O.  Box  71 1 ,  Columbus,  GA  31 902 
Fax:  (706)  576-6294 
E-mail:  ccrouch@ledger-enquirer.com 

Everyone,  withouf  exception,  is  search-  ' 

ing  for  happiness  . 

Blaise  Pascal  | 

www.mediainfo.com  I 
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_ CIRCULATION _ 

DISTRIBUTION  DIREaOR 

The  successful  candidate  will  be 
responsible  for  managing  the  distribu¬ 
tion  and  delivery  of  our  daily  newspa¬ 
per  and  other  publications.  Applicants 
must  have  prior  experience  in  newspa¬ 
per  distribution  with  a  strong  commit¬ 
ment  to  customer  service  excellence. 
This  position  reports  to  the  Vice  Presi¬ 
dent  -  Operations. 

Please  send  o  cover  letter  with  your 
accomplishments,  your  resume  and 
salary  requirements  to  Scott  Edgerton, 
VP  Operations,  Boca  Raton  News,  33 
S.E.  Third  Street,  Boca  Raton,  FL 
33432. 

Fox:  (561)338-4850. 

E-mail  (no  attachments) 
bocanews@bocanews.infi .  net 


HOME  DELIVERY  MANAGER 

Pennsylvania  newspaper  in  a  com¬ 
petitive  market  is  looking  for  an  expe¬ 
rienced  Home  Delivery  Manager  with 
strong  service  skills.  Responsibilities 
include  supervising  a  field  staff  of  25 
managers,  maintaining  a  high  stan¬ 
dard  of  service  to  our  customers,  car¬ 
rier  contracting  and  bonding,  circula¬ 
tion  growth  and  accounts  receivable  con¬ 
trol.  Excellent  salary  and  incentives 
package.  Send  resume  and  salary  his¬ 
tory  to  Box  08888,  Editor  &  Publisher. 


OUR  CIRCULATION  DIRECTOR  has 
been  promoted  creating  a  vacancy  at 
this  award-winning  30,000  seven 
morning  a  week  family  owned  news¬ 
paper.  Candidate  should  send  resume 
along  with  a  description  of  his  or  her 
vision  of  a  modern  day  circulation 
department.  Search  is  not  being  limited 
to  current  circulators.  Anyone  with  a 
strong  sales  managment  track  record  is 
encouraged  to  apply.  Send  resume  to 
David  T.  Lucey,  Record-Journal,  1 1 
Crown  Street,  Meriden,  CT  06450  or 
E-mail  dlucey@record-journal.com 

EDITORIAL 

25,000  CIRCULATION  DAILY  in  cen¬ 
tral  Indiana  seeking  business  reporter, 
editor.  Responsibilities  include  report¬ 
ing  on  local  business  scene  on  a  daily 
basis,  putting  together  a  strong  local, 
wire  business  package  daily,  Sunday. 
Manufacturing,  auto  industry,  labor 
unions  are  among  biggest  issues.  Prior 
business  writing  experience  required. 
Send  resumes,  clips  to  Dan  McCaleb  at 
the  Kokomo  Tribune,  P.O.  Box  9014, 
Kokomo,  IN  46904. 


ASSISTANT  EDITOR  needed  to  develop 
stories  for  personal  finance  Web  site; 
edit,  write,  plan  and  support  assign¬ 
ments,  work  with  Managing  Editor, 
production  and  oversee  freelancers.  3- 
5  years  experience  with  B.A.  in  Jour¬ 
nalism,  English  or  related  degree, 
online  and  personal  finance  a  plus. 
Fax  resume  to  (56 1 )  625-4540  or: 

E-mail  resume@bankrate.com 
Reference  Job  Code  NPAE 


_ EDITORIAL _ 

'  ALABAAAA  LIVE  SEEKS 

EDITOR-IN-CHIEF 

I  The  Editor-in-Chief  is  responsible  for 
management  of  the  content  for  Ala- 
j  boma  Live,  www.al.com  the  state's 
largest  and  fastest-growing  web  site. 

I  Duties  include  management  of  the 
I  editorial  team  and  ongoing  devel¬ 
opment  and  implementation  or  our  con- 
I  tent  strategy  for  the  site.  Key  rela¬ 
tionships  for  the  position  include  the 
editorial  staffs  at  our  affiliated  news¬ 
papers  and  other  content  affiliates 
including  TV,  radio  and  print  as  well 
as  coordination  with  our  corporate 
office  at  Advance  Internet  on  content 
related  matters.  The  position  reports  to 
the  President/CEO  of  Alabama  Live 
I  and  is  located  in  Huntsville,  AL. 

I 

I  Requirements  for  the  position  include 
approximately  10  years  of  medio 
1  experience,  ideally  with  a  mixture  of 
traditional  media  and  Internet  pub¬ 
lishing.  Degree  in  journalism  or  com¬ 
munications  is  desired.  Must  be  an 
avid  user  of  the  Internet.  Interest  in 
I  sports  is  a  plus.  Strong  leadership  skills 
I  are  needed  including  the  ability  to 
j  motivate  and  train  the  production 
I  team.  Excellent  teamwork  skills  are 
j  mandatory  as  well  as  ability  to  develop 
j  and  nurture  external  relationships. 

Please  forward  all  resumes  to 
I  jobs@al.com  or  fax  to: 

I  (256)  890-0046 


ASSISTANT  METRO  EDITOR 
The  Winston-Salem  Journal  needs  an 
assistant  metro  editor  to  supervise  five 
reporters  covering  education  and  pub¬ 
lic  safety.  Strong  journalism  and  lead¬ 
ership  skills  are  required.  The  Journal 
is  one  of  the  best  small  metro  dailies  in 
America,  with  the  state  and  national 
awards  to  prove  it.  Send  resume,  cover 
letter  and  10  examples  of  your  best 
i  work  to  Ken  Otterbourg,  metro  editor, 
;  Winston-Salem  Journal,  P.O.  Box 
1  3159,  Winston  Salem,  NC  27102. 


j  ASSOCIATE  EDITOR 

!  www.WineToday.com  a  growing  New 
York  Times  Co.  Internet  publication 
based  in  Northern  California,  is  seek¬ 
ing  a  tenacious  wordsmith  who  is  hip 
to  the  fast-paced  “entertain-me-now" 
needs  of  Internet  readers.  The  candi¬ 
date  must  be  highly  organized  and 
detail  oriented.  Responsibilities  include 
I  working  with  staff  writers  and  freelan¬ 
cers,  tracking  and  copy-editing  stories, 
assigning  photos  and  illustrations,  and 
coordinating  daily  publishing.  Keen 
editing  skills  are  a  must  and  3-5  years 
daily  journalism  experience  preferred. 
Knowledge  of  wine  and  the  Internet  a 
plus.  Send  resume  by  Aug.  1  to  Tim 
j  Fish,  WineToday.com,  858  Fourth 
Street,  Suite  B,  Santa  Rosa,  CA  95404. 

E-mail  tfish@winetoday.com 

BEST  NEWSPAPER  of  its  size  in  MD 
seeks  creative,  driven  reporter  to  cover 
business  and  3  small  towns  and 
curious  and  energetic  reporter  to  cover 
police  and  courts.  Police  and  courts 
reporter  job  offers  plenty  of  spot  news 
but  plenty  of  in-depth  work,  too.  The  7- 
day,  23,500-circulation  Carroll  County 
Times  competes  with  a  zoned  edition  of 
a  major  metro  daily.  Send  resume,  5 
clips  to  Scott  Blanchard,  city  editor, 
P.O.  Box  346,  Westminster,  MD 
21158. 


_ EDITORIAL _ 

AWARD-WINNING,  mid-sized  NW 
Ohio  daily  (36,OOOd/46,OOOS)  seeks 
two  ambitious  reporters  who  can  pro¬ 
duce  enterprise  work  and  write  on 

CRIMINAL  JUSTICE  REPORTER:  Covers 
news  from  police  departments  through 
court  system.  Must  like  to  dig. 
Accuracy,  organizational  skills 
required. 

COUNTY/STATE  POLITICS  REPORTER: 
Cover  news  of  county  agencies  as  well 
as  county  and  state  governments. 
Enterprise  skills,  ability  to  cultivate 
sources  required.  Send  cover  letter, 
resume  and  8  to  10  clips  showing  a 
variety  of  work  to  Diane  Pacetti,  city 
editor.  The  Lima  News,  3515  Elida 
Road,  Lima,  OH  45807.  Experience  j 
preferred,  college  grads  with  internship  | 
will  be  considers. 


BUSINESS  REPORTER 
The  Orange  County  Business  Journal 
wants  to  upgrade  an  already  outstand¬ 
ing  staff  by  adding  an  exceptional  busi¬ 
ness  journalist.  Reporters  with  a  desire 
to  truly  shine  are  urged  to  inquire  - 
pay  is  commensurate  with  the  position. 

What  can  the  Orange  County  Business 
Journal  offer  you? 

*A  desirable  place  to  live  -  the 
southern  California  coast. 

•Great  stories  in  one  of  the  world's  hot¬ 
test  economies,  the  “Tech  Coast.” 
Orange  County  is  a  multi-cultural  com¬ 
munity  filled  with  high-growth  com¬ 
panies,  creative  individuals  and  risk¬ 
taking  entrepreneurs. 

•High  pay. 

•Excellent  career  development.  OCBJ 
staffers  have  gone  on  to  Forbes,  Bloom¬ 
berg,  Reuters,  Bridge,  Investor's  Busi¬ 
ness  Daily,  the  Los  Angeles  Times,  The 
Orange  County  Register,  the  Min¬ 
neapolis  Star  Tribune  and  many 
editorships. 

CONTACT  Editor  Rick  Reiff  at  the 
OCBJ,  2600  Michelson  Drive,  Suite 
170,  Irvine,  CA  92612.  Phone  (949) 
833-8373.  Fax  (949)  833-8751 . 
reiff@c)cbj.com  www.ocbj.com 


EDITORIAL 


_ EDITORIAL _ 

BUSINESS  JOURNAL  EDITOR 

The  Business  Journal  in  Fresno  Colifor- 
nia  is  looking  for  an  editor  to  lead  the 
editarial  team  for  our  7  year  old  news¬ 
paper  circulated  in  one  of  California's 
fastest  growing  regions.  Candidates 
should  nave  business  journal  experi¬ 
ence,  strong  organizational  and  man¬ 
agement  skills,  a  solid  background  in 
journalism  and  a  clear  sense  of  what 
business  readers  want  to  read.  Position 
reports  to  the  Publisher  and  includes 
overall  responsibility  for  The  Business 
Journal,  six  annual  publications  and  a 
monthly  alternative  newspaper. 

We  offer  competitive  compensation 
and  benefits.  Please  send  a  confiden¬ 
tial  resume  to  Gordon  M.  Webster  Jr., 
publisher.  The  Business  Journal,  P.O. 
Box  1 26,  Fresno,  CA  93707. 


BUSINESS  JOURNAUST 
Highly  regarded  and  fast-growing 
energy  industry  publishing  company 
looking  for  full-time  business  news 
reporter  for  its  Houston  office.  We  are 
investigative,  intelligent  and  analytical 
and  our  newsletters  are  read 
worldwide.  Ideal  candidate  would 
have  at  least  two  yeors'  journalism 
experience  and  strong  reporting  and 
writing  skills.  Plenty  of  opportunities  for 
advancement.  Excellent  salary  and 
benefits.  Learn  more  at 

www.petroleumargus.com 
Send  resume  and  cover  letter  to 

paijobs@petroleumargus.com  or 
by  fax  to  (71 3)  622-2991 


COMPUTER-FRIENDLY  Business  Editor 
to  join  the  staff  af  an  established  and 
growing  energy  markets  newsletter 
publisher  in  Sterling,  VA,  outside 
Washington,  DC.  Check  us  out  at 
WWW. intelligencepress.com 
Require  at  least  five  years  business 
news  experience.  Knowledge  of  the 
electric  industry  desirable.  If  you're  a 
team  player,  ambitious,  and  looking 
for  a  great  place  to  work,  send  resume 
and  sabry  requirements  to 

ellen@intelligencepress.com 
or  fax  (703)  31 8-0597 


EDITORIAL 


Intelligent  Life’s  bankrate.com  -  the  Web's  leading  personal 
finance  news  and  information  site  has  the  following  openings: 

ASSISTANT  BUSINESS  EDITOR:  Team  leader.  Coach  writers, 
develop  story  ideas,  polish  copy;  will  train  to  prep  web  pages. 
Supervisory  and  reporting  experience  required;  web  experience  a 
plus;  computer,  consumer  affairs  or  finance  background  helpful.  Job 

Code  NPABE. 

BUSINESS/PERSONAL  FINANCE  REPORTERS:  Strong  consumer/ 
personal  finance  writers.  Craft  in-depth  features  and  news-to-use 
stories.  Minimum  3  years  reporting  experience;  finance  background 
helpful.  Job  Code  NPBFR. 

BUSINESS  WRITERS  -  FREELANCE:  Wordsmiths  with  business 
backgrounds  to  produce  smoothly  crafted  news-to-use  reports  for 
SmallBiz  Finance.  Job  Code  NPBWF. 

CONTRIBUTING  EDITORS-FREELANCE:  Writers  with  business 
backgrounds  to  generate  story  ideas  and  produce  smoothly  crafted 
news-to-use  reports  each  week  for  SmallBiz  Finance.  Job  Code 
NPCE. 

E-mail  or  fax  resume  and  writing  sampies  to 

resume@bankrate.com  or  (561)  625-4540 


www.mediainfo.com 
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_ EDITORIAL _ 

COPY  EDITOR  "  Come  to  one  of 

America's  most  beautiful  places  - 
Hilton  Head  Island 

The  Island  Packet,  a  McClatchy-owned 
daily  newspaper,  is  seeking  a  copy 
editor.  We're  interested  in  candidates 
who  can  aggressively  handle  copy, 
spot  holes  and  inconsistencies  in 
stories,  write  headlines  that  are  clear 
and  crisp,  and  design  pages  creatively. 
Knowledge  of  QuarkXPress  is  a  plus. 
The  McClatchy  Co.,  the  nation's  eighth 
largest  newspaper  group,  emphasizes 
high  journalistic  standards.  Send  cover 
letter  and  resume  to  Fitz  McAden, 
executive  editor,  P.O.  Box  5727,  Hilton 
Head  Island,  SC  29938. 

Fax:  (843)  842-8314 
E-mail:  fmcaden@islandpacket.com 

COPY  EDITOR/PAGE  DESIGNER 

The  Observer-Dispatch  in  Utica,  NY,  a 
50,000  Gannett  daily,  is  seeking  a 
news  copy  editor/page  designer  who 
possesses  strong  editing  and  pres¬ 
entation  skills.  Responsibilities  include 
selecting  local  and  wire  stories  that 
reflect  reader  interests;  editing  stories 
for  thoroughness,  clarity  and  accuracy; 
and  designing  and  paginating  visually 
appealing  pages.  Please  send  resume 
and  a  half-dozen  samples  of  your  best 
work  to  Rick  Jensen,  editor,  Observer- 
Dispatch,  221  Oriskany  Plaza,  Utica, 
NY  1 3501 .  We  value  diversity. 


FLORIDA  TODAY,  a  Gannett  daily 
newspaper  In  Melbourne,  FL,  seeks  an 
experienced  copy  editor  to  produce 
news  pages,  edit  wire  and  local  copy, 
work  with  wire  and  local  photos  and 
paginate  pages.  Must  have  4-year 
degree  and  minimum  2  years  experi¬ 
ence  with  ability  to  use  Atex  editing 
equipment,  Harris  pagination  and 
digital  collections  electronic  photo 
equipment.  Send  resume  to  FLORIDA 
TODAY,  Dept  HR-EPCE,  P.O.  Box 
41 9000,  Meitxjurne,  FL  32941 .  EOE 

COPYEDITORS 

We  asked  our  staff  why  you  should 
work  at  the  News  &  Record,  a 
100,000  daily  in  Greensboro,  NC. 
They  said: 

“The  best  thing  about  working  at  the 
News  &  Record  copy  desk  is  the  peo¬ 
ple.  They  are  unfailingly  friendly  and 
helpful.  The  copy  desk  is  a  real  team 
effort." 

-copy  editor  Bonnie  Lawrence 
“The  company  offers  the  most  extensive 
collection  of  on-site  professional- 
devolpment  opportunities  I've  ever 
heard  of.” 

-Lydian  Bernhardt,  former  copy  desk 
chief,  now  assistant  features  editor 
If  you  like  what  you  hear  and  have  at 
least  two  years  of  experience,  please 
send  a  letter,  resume  and  work  sam¬ 
ples  that  demonstrate  design  and 
layout  skills,  language  skills,  creativity, 
initiative  and  news  judgment  to  Ed 
Williams,  recruitment  coordinator. 
News  &  Record,  200  E.  Market  Street, 
Greensboro,  NC  27420. 


_ EDITORIAL _ 

COPYEDITORS 

The  Fresno  Bee,  Central  California's 
leading  newspaper,  is  in  search  of 
talented  copy  editors  with  strong  word- 
[  editing  skills  as  well  as  the  ability  to 
I  adapt  to  a  state-of-the-art  Unisys 
I  pagination  system.  Candidates  must  be 
j  energetic  and  creative  word  editors  will¬ 
ing  to  tackle  new  challenges.  Positions 
I  are  available  in  sports,  features  and 
news  areas.  This  is  an  excellent  oppor¬ 
tunity  for  someone  who  wants  to  focus 
on  editing  skills  but  also  wants  to  be 
i  ahead  of  others  by  being  part  of  a  new 
j  publishing  system.  Previous  copy  edit- 
i  ing  and/or  layout  experience  is  a  plus, 

:  but  recent  college  graduates  with 
^  internship  experience  will  be  con- 
]  sidered.  Send  resume,  cover  letter  to 
The  Fresno  Bee,  1 626  E  Street,  Fresno, 
CA  93786  or  resume@fresnobee.com 

COPY  EDITOR 

i  The  San  Francisco  Chronicle  seeks  a 
copy  editor  on  its  news  desk.  Require- 
)  ments  include  excellent  editing, 
j  headline-writing,  layout  and  makeup 
I  skills.  At  least  five  years'  experience  at 
I  a  daily  newspaper  preferred. 

i 

I  Interested  applicants  who  meet  the 
I  qualifications  should  send  cover  letter, 

!  resume  and  relevant  work  samples  to 
^  Leslie  Guevarra,  director  of  editorial 
j  hiring  and  development,  San  Francisco 
I  Chronicle,  901  Mission  Street,  Son 
Francisco,  CA  941 03. 

_ Fox:  (415)495-3843 _ 

COPYEDITOR 

The  Boston  Herald  is  seeking  a 
j  versatile  copy  editor  to  handle  features, 

;  editorial  and  news  copy  for  its  Sunday 
!  edition.  Successful  candidate  will  be  a 
wordsmith  with  three  to  five  years  of 
j  editing  and  layout  experience,  pre- 
ferably  at  a  daily  paper.  Working 
;  knowledge  of  Atex  and  QuarkXPress  a 

I  plus- 

I  If  you're  known  for  snappy  headlines 
I  and  are  looking  for  a  fun  place  to 
work,  please  send  resume,  cover  letter 
and  work  samples  to  Kathryn  O'Neill, 
assistant  Sunday  editor,  Boston  Herald, 
P.O.  Box  2096,  Boston,  MA  02 1 06. 

I  No  phone  calls  or  E-mail,  please 

i - 

i  COPYEDITOR 

I  The  Daytona  Beach  News-Journal,  a 
i  100,000-plus  daily  in  a  highly  com¬ 
petitive  market,  is  looking  for  an  expe¬ 
rienced  and  motivated  copy  editor.  The 
;  ideal  candidate  for  our  quality  driven 
j  news  desk  will  possess  strong  editing 
I  and  graphic  skills  and  must  be  willing 
to  learn  Harris  pagination.  Versatility 
and  enthusiasm  are  as  important  as 
I  experience.  We  offer  a  competitive 
j  salary,  401  (k)  plan  and  excellent  bene- 
!  fits.  Send  resume  and  work  somples  to 
j  Troy  Moore,  managing  editor/News, 

:  The  Daytona  Beach  News-Journal, 
i  P.O.  Box  2831,  Daytona  Beach,  FL 
i  32120-2831. _ 

I  EDITOR/DESIGNER  wanted  for  Horns 
i  Illustrated  (Texas)  and  Ags  Illustrated 
\  (Texas  AM)  magazines.  QuarkXPress 
and  Photoshop  experience.  Salary  Mid 
$20's.  Fax  resume  (91 8)  622-5357. 


COPYEDITOR 

The  York  Daily  Record  is  a  43,000- 
circulation  AM  daily  in  a  growing, 
scenic  community  north  of  Baltimore. 
We  pride  ourselves  on  outstanding 
projects,  thorough  coverage,  great 
artwork  and  fine  design.  It  can't  be 
done  without  great  copy  editors.  Our 
news  desk  needs  one.  Send  cover  let¬ 
ter,  resume,  work  samples  to  Mark 
Moore,  news  editor,  York  Daily 
Record,  P.O  Box  15122,  York,  PA 
1 7405,  EOE.  Check  us  out  at 
www.ydr.com 

DAILY  ENTERTAINMENT  PUBLICA¬ 
TION  seeks  seasoned  reporter  with 
a  proven  track  record  covering  the 
TV  business  to  cover  segments  of  TV 
and  radio  industries.  Minimum  5  years 
of  daily  reporting  experience  pre¬ 
ferred.  Send  resume  and  clips  to  EE/ 
TV,  The  Hollywood  Reporter,  5055 
Wilshire  Blvd.,  6th  Floor,  Los  Angeles, 
CA  90036. _ 

DEPUTY  NIGHT  EDITOR:  Experienced 
editor  to  help  produce  News  section  of 
USA  TODAY.  Must  be  able  ta  handle 
staff-produced  national,  Washington 
and  foreign  stories  under  ddily 
deadline  pressure  and  help  assign  and 
edit  breaking  stories.  Excellent  editing 
skills  a  must.  Must  be  able  to  make 
good  copy  great  and  edit  aggressively 
to  fill  holes  and  improve  writing.  Broad 
knowledge  of  national  and  interna¬ 
tional  issues  and  politics  required  as 
well  as  strong  news  judgment.  The  posi¬ 
tion  requires  the  ability  to  deal  pro¬ 
fessionally  with  content  editors  and 
reporters  on  the  road  as  well  as  in  the 
office. 

COPY  EDITOR:  Experienced  copy 
editor.  Grammar,  punctuation, 
headlines  and  captions  are  only  part  of 
the  job.  Our  editors  fill  holes,  make 
good  writing  great  and  edit  thoroughly 
and  aggressively. 

If  interested  apply  to  Mindy  Fetterman, 
deputy  managing  editor/news,  1000 
Wilson  Blvd.,  Arlington,  VA  22229  or 
call  (703)  276-5452. 

DESIGNER/COPY  EDITOR  with  flair 
for  words  and  creative  packaging 
needed  to  make  our  local  content  stand 
out  on  the  page.  If  you're  a  team 
player  that  thrives  on  deadline  pressure 
and  insists  on  accuracy  in  headlines 
and  copy,  then  consider  joining  our 
experienced  copy  desk  team  in  beauti¬ 
ful  East  Tennessee,  less  than  one  hour 
from  the  Smoky  Mountains.  Experience 
with  QuarkXPress  a  plus.  Send  resume 
and  clips  to  Lara  Edge,  The  Knoxville 
News-Sentinel,  208  W.  Church  Ave¬ 
nue,  Knoxville,  TN  37902. 

Email:  edge@knews.com 

EDITOR/REPORTER 

Family  owned  award  winning  well 
established  So  Cal,  San  Bernardino 
Mountains,  paid  weekly  in  growing  com¬ 
munity  seeks  an  editor/reporter.  Duties 
include  editing,  pagination,  layout, 
strong  writing  skills  and  photography. 
Reporting/editing  covers  Wrightwood, 
Phelan  and  Pinon  Hills,  city  councils, 
school  boards  and  local  events.  Send 
resume  and  samples  to  Steve  Rinek, 
publisher.  Mountaineer  Progress 
Newspaper,  P.O.  Box  2901 30, 
Phelan,  CA  92329-01 30. 


EDITOR 

Hire  talented  people!  This  is  our  com¬ 
pany's  number  one  guiding  principle 
to  success.  Hanley-Wood,  Inc.,  the 
leading  publisher  for  the  residential  con¬ 
struction  industry  has  an  immediate 
need  for  an  experienced  Editor  to  grow 
our  trade  magazine  into  the  best  in  its 
field.  The  ri^t  person  will  have  5+ 
years  magazine  editing  experience, 
broad  knowledge  of  the  building  pro¬ 
ducts  industry,  strong  public  speaking 
skills,  and  experience  managing  edit 
staffs.  If  you  have  the  talent  to  help 
move  our  dynamic  magazine  to  the 
next  level  of  achievement,  we  want  to 
meet  you!  Your  skills  will  be  met  with  a 
competitive  compensation,  great  bene¬ 
fits  and  the  opportunity  for  growth. 
Send  resume  and  salary  requirements 
to: 

Department  Editor/PK 

Hanl^-Wood,  Inc. 

One  Thomas  Circle,  NW,  Suite  600 
Washington,  DC  20005 

Fax:  (202)  785-1974 
E-mail:  job5@hanley-wood.com 
Visit  us  at  www.hanley-wood.com 
_ EOE _ 

EDITORIAL  LIAISON 

CNSNews.com  one  of  the  fastest  grow¬ 
ing  original  news  sites  on  the  Internet, 
is  looking  for  an  Editorial  Liaison  to 
work  with  think  tanks,  policy  groups 
and  news  media.  Demands  oroad 
knowledge  of  national  policy,  solid 
background  in  promotions,  keen  eye 
for  news.  Pay  commensurate;  health, 
dental,  retirement  and  more.  Join  a 
solid,  growing  news  group  by 
E-mailing  resume  to: 

dcooke@cnsnews.org  EOE 

EDITORS/REPORTERS 

Investor's  Business  Daily  continues  to 
add  to  its  staff  as  its  national  audience 
grows.  We're  looking  for  experienced 
journalists  to  write  about  business,  the 
economy,  public  policy,  computing,  the 
markets  and  successful  people,  from 
IBD  headquarters  in  Los  Angeles  and 
offices  in  New  York,  Silicon  Valley  and 
Washington.  Locations  vary  with  posi¬ 
tion.  News  editing,  copy  editing, 
editorial  writing  and  entry  level  writ¬ 
ing/editing  positions  also  available  in 
Los  Angeles  only.  Fax  resume  and  clips 
to  Susan  Warfel,  managing  editor,  at 
(310)  577-7350.  Please  call  (310) 
448-6373  to  confirm  receipt  of  fax. 

FEATURE  WRITER  AND  BEAT  REPORTER: 
The  Monitor,  a  fast-growing  daily  on  the 
Texas-Mexico  border,  has  two  openings, 
for  a  features  writer  and  a  county  beat 
reporter.  The  feature  writer's  position 
requires  versatility  and  the  ability  to 
write  about  almost  anything.  Creativity 
is  encouraged.  This  reporter  will  write 
stories  about  religion,  teen  issues,  fine 
arts,  and  a  variety  of  topics  affecting 
residents  of  the  Rio  Grande  Valley  and 
northeastern  Mexico.  The  county  beat 
reporter  will  cover  local  government 
and  state  courts  at  the  courthouse  of 
Hidalgo  County,  as  well  as  issues  affect¬ 
ing  this  county  of  almost  half  a  million 
people.  Both  reporters  will  also  write 
page  one  centerpieces  and  have  the 
opportunity  to  develop  special  projects 
and  series.  Reply  with  resume  and  pub¬ 
lished  writing  samples  to  Managing 
Editor  Paul  Binz,  c/o  The  Monitor,  P.O. 
Box  1 578,  McAllen,  TX  78505. 
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_ CLASaiEIED 


HELP  WANTED 


_ EDITORIAL _ 

EDUCATION  REPORTERS 

The  Orange  County  (CA)  Register  is 
looking  for  K-1 2  and  Higher  eoucotion 
reporters  to  join  its  four-person  Educa¬ 
tion  Team. 

Our  K-1 2  Education  reporter  has 
responsibility  for  news,  weekend  and 
investigative  stories  in  nine  of  Orange 
County's  27  districts.  California  is  con¬ 
fronting  some  of  the  most  important 
issues  in  education  -  immigration, 
overcrowding,  teacher  training  -  and 
Orange  County  is  a  snapshot  of  both 
the  problems  and  solutions. 

Our  Higher  Education  reporter  covers 
the  University  of  California,  Irvine,  a 
national  leader  in  research,  the  Cali¬ 
fornia  State  University,  Fullerton,  the 
state  leader  in  teacher  education,  and 
five  community  colleges. 

The  successful  candidates  will  have  a 
minimum  of  5  years  reporting  experi¬ 
ence  on  a  daily  metro.  The  Register  is 
a  400,000  circulation  newspaper  in 
the  highly  competitive  Southern  Cali¬ 
fornia  market.  It  won  the  1 996  Pulitzer 
Prize  for  investigative  reporting.  Please 
submit  a  packet  demonstrating  current 
work  to  John  Doussard,  625  N.  Grand 
Avenue,  Santa  Ana,  CA  92701 .  Fax 
(714)  796-3681. _ 

EXPANDING  DC  AREA  daily  paper 
group  seeks  editors,  writers  all  sec¬ 
tions.  All  experience  levels.  Join  us  in 
an  exciting  period  of  expansion.  Send 
cover,  resume,  clips  to  Jim  Farrell, 
9410  Annapolis  Road,  Lanham,  MD 
20706.  E-mail:  jfarrell@jrnl.com  or 
Fax  to  (301 1731-8363. 

No  calls.  EEO  Employer 

FEATURE  WRITER  wanted  for  23,500 
daily,  named  best  paper  of  its  size  in 
Maryland,  Delaware,  DC  Press  Associ¬ 
ation.  Must  demonstrate  innovative, 
creative,  insightful  writing  and  ability 
to  create  feature  story  pockage.  Must 
be  able  to  work  independently  and  as 
part  of  team.  Submit  resume  and  clips 
to  Ellen  Cornelius,  features  editor.  Car- 
roll  County  Times,  P.O.  Box  346, 
Westminster,  MD  21 1 58  by  July  30. 

FEATURES  EDITOR 

Reno  (NV)  Gazette-Journal  has  an 
excellent  opportunity  for  an  experi¬ 
enced  editor  to  oversee  a  features  staff 
that  produces  two  entertainment  mag¬ 
azines,  two  weekly  bonus  sections  and 
a  daily  general-interest  section  seven 
days  a  week.  Successful  candidate  will 
know  how  to  design,  paginate,  inspire 
and  edit  great  writing  and  motivate  a 
talented,  veteran  staff.  Send  cover  letter 
and  resume  to  Carolyn  Lutts,  recruit¬ 
ment  manager,  Reno  Gazette-Journal, 
955  Kuenzii,  Reno,  NV  89502. 

GENERAL  ASSIGNMENT  REPORTER 
Join  our  aggressive  news  team  as  a 
General  Assignment  Reporter  position 
opens.  Monday-Saturday  PM  located 
in  North  Central  Illinois.  Editing  and 
layout  experience  helpful.  Previous 
newspaper  experience  and  knowledge 
of  local  government  helpful.  Excellent 
benefits.  Send  clips  and  resume  to 
Joyce  McCullough,  NewsTribune,  426 
Second  Street,  La  Salle,  IL  61 301 . 


_ EDITORIAL _ 

FIELD  REPORTER 

Full-time  bureau  position  with  Capital 
Press,  a  weekly  38,000-circulation 
agricultural  newspaper  covering  the 
Northwest  and  Northern  and  Central 
CA.  Fastest-growing  ag  newspaper  in 
the  West.  Person  must  live  in  Northern 
California,  preferred  Sacramento  area, 
work  out  of  their  home,  communicate 
with  home  office  in  Salem,  OR,  by 
modem.  Company  provides  computer, 
fax,  camera  equipment.  We  cover 
production  agriculture,  food  processing 
and  a  variety  of  ag-related  issues. 
Qualifications:  At  least  3  years  news 
reporting,  photo  and  computer 
expertise,  journalism  education,  ag 
background  or  familiarity  with  ag. 
Must  be  willing  to  travel  throughout 
Northern  California  to  cover  an  interest¬ 
ing,  diverse  industry.  Send  letter  of 
application,  resume,  writing  samples  to 
Carolyn  Homan,  managing  editor, 
P.O.  Box  2048,  Salem,  OR  97308. 

FINANCIAL  SPECIALIST  needed  for 
personal  finance  Web  site.  Tasks 
include  assisting  editorial  team  with 
story  leads,  monitoring  financial  issues, 
responding  to  readers'  questions  via  E- 
mail,  message  boards,  chats  and  story 
features;  assist  programmer  and  finan¬ 
cial  tools  editor  in  creating  calculators 
for  Web  site.  CFP  or  CPA,  knowledge 
of  financial  issues,  strong  organization 
and  analytical  skills.  Fax  resume  ta 
(561 )  625-4540  or  E-mail: 

resume@bankrate.com 
Job  Code  NPAE 

FINANCIAL  TOOLS  EDITOR  needed 
for  personal  finance  Web  site.  Oversee 
implementation  of  financial  tools  for 
personal  finance  Web  site;  submit, 
research  calculator/tool  ideas;  write, 
edit  original  content;  plan  assignments, 
work  closely  with  editorial  and  produc¬ 
tion  staff.  B.A./B.S.,  strong  interest  in 
personal  finance,  meet  deadlines  and 
master  new  technology.  Fax  resume  to: 
(561 1625-4540  or  E-mail 
resume@bankrate.com 
_ Job  Code  NPFE _ 

HARRIS  PUBLISHING  SYSTEMS  COR¬ 
PORATION  is  seeking  high  energy, 
talented  professionals  to  develop  next 
level  user's  manuals  for  the  publishing 
industry.  The  successful  candidate  will 
interact  regularly  with  design  engineers 
and  product  managers  to  develop 
these  manuals.  This  position  requires  a 
background  in  copy  editing  and/or 
writing  and  a  Bachelar's  degree  in  an 
appropriate  discipline.  Experience 
utilizing  QuarkXPress,  Newsmaker 
editorial,  or  similar  prepress  software 
is  a  plus.  Individuals  with  interest 
encouraged  to  apply  to: 

Human  Resources 

Harris  Publishing  Systems  Corporatian 
P.O.  Box  8700,  Building  1 
MailstopRI/6610 
AAelbourne,  FL  32902 

E-mail  a  scannoble  resume  to 

jlightha@harris.com  or 
Fax  it  to  (407)  242-5151 


GRAPHIC  ARTIST:  We're  looking  for  a 
talented,  energetic  graphic  artist  to  join 
our  award-winning  art  department. 
We  serve  two  dailies  (1 50,000)  and  a 
Sunday  (200,000).  Strong  illustration 
skills  a  must,  along  with  experience 
with  Freehand,  QuarkXPress  and 
Photoshop.  Daily  newspaper  experi¬ 
ence  creating  and  designing  charts, 
infographics,  maps  and  news  pages  a 
plus.  Send  resume  and  best  work  sam¬ 
ples  to  Richard  A.  Sullivan,  The 
Syracuse  Newspapers,  P.O.  Box  4915, 
Syracuse,  NY  1 3221 . 

rsullivan@syracuse.com 

HEALTHCARE  EDITOR 
Rapidly  expanding  Internet  business-to- 
business  news  publisher  in  Kansas 
City,  MO,  seeks  experienced  editor  to 
cover  health  care  sites.  Five  or  more 
years  of  (journalism  experience 
required;  health  care  background  is 
important.  We  offer  competitive  salary 
and  benefits;  energetic  atmosphere. 
Fax  resume  to  S.  Brown  at  (816)  300- 
5556;  E-mail  resume  either  embedded 
or  as  Word  document  attachment  to 
sbrown@BizSpaceOnline.com 


i  IAS  VEGAS  STRIP  REPORTER 

i 

The  Las  Vegas  Review- Journal  is  look- 
i  ing  for  an  energetic  and  self-motivated 
[  reporter  to  cover  the  Las  Vegas  Strip. 
Daily  stories  could  include  anything 
from  entertainment  announcements, 
restaurant  and  store  openings,  and 
j  special  events  to  hotel  renovations,  con- 
I  sumer  news,  and  personality  profiles. 

I  We  are  looking  for  someone  who  can 
.  dig  up  news  on  a  daily  basis,  covering 
the  Strip  as  though  it  were  a  city  of  its 
own.  This  position  will  augment  our 
regular  entertainment  and  gaming  cov¬ 
erage.  One  of  the  most  exciting  streets 
j  in  the  world,  the  Las  Vegas  Strip  pra- 
j  vides  a  myriad  af  opportunities  for 
I  interesting  stories.  We  are  seeking  a 
reporter  with  at  least  three  years  af 
i  experience  and  unlimited  drive.  Send  a 
i  resume  and  work  samples  ta  Frank 
j  Fertado,  features  editor.  Las  Vegas 
Review- Journal,  P.O.  Box  70,  Las 
;  Vegas,  NV  891 25-0070. 

Or  Fax  to  (702)  383-4676 


Newliines 

IS  GROWING  AND  IN  SEARCH  OF  EDITORS. 

New  Times  publishes  magazine-style  weekly 
newspapers  -  covering  local  news  and  features, 
restaurants  and  sports,  film  and  music  -  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San  Francisco, 

Los  Angeles,  Ft.  Lauderdale,  Cleveland  and  St.  Louis. 
Our  stories  inform  and  entertain  readers,  provoke 
strong  reactions,  and  win  national  awards.  We  are 
accepting  applications  now  for  the 
following  fulltime  editing  positions 
(the  interview  process  will  include  a  test): 

MANAGING  EDITOR 
PHOENIX  AND  HOUSTON 

This  position  requires  fine  writing  and  editing  skills  and 
the  ability  to  help  staffers  produce  superior  stories.  The 
manning  editor  also  supervises  the  day-today  operations  of 
the  editorial  department.  Phoenix  candidates 
should  be  well  grounded  in  news;  Houston  candidates 
should  have  a  strong  feature/arts  background. 

ASSOCUTE  EDITOR 
FT.  LAUDERDALE 

We  are  looking  for  an  editor  with  a  strong  news  background 
who  can  craft  a  compelling  narrative  and  work  well  with  writers. 

MUSIC  EDITOR 
CLEVELAND 

This  job  entails  planning/editing  a  music  section,  hiring  freelancers 
and  writing  a  local  music  column  as  well  as  non-music  features. 

New  Times  offers  competitive  salaries  and  benefits. 
Interested  candidates  should  send 
cover  letter,  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
P.O.  Box  5970 
Denver.  CO  80217 

To  lean  non  iboirt  Now  ThnM,  vistt  our  website  It  wwwMwtimesxoin. 
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HELP  WANTED 


HIGHER  EDUCATION  REPORTER 
The  Register-Guard  newspaper  in 
Eugene,  OR,  has  an  immediate  open¬ 
ing  for  a  higher  education  reporter. 

The  reporter  will  be  responsible  for  cov¬ 
ering  the  University  of  Oregon, 
Oregon  State  University,  Lane  Com¬ 
munity  College,  other  area  colleger 
and  local/ rMional/stafe  higher  educe  ■ 
tion  issues,  me  job  requires  balanced 
and  consistent  coverage  on  topics  as 
diverse  as  campus  life,  palitical  and 
financial  cancerns,  academic  freedom 
and  university  research.  The  jab  also 
encompasses  regular  perspective 
pieces  that  offer  broader  context  to  an 
issue  of  the  day.  The  aim  is  ta  give 
readers  an  informed  and  facused  idea 
of  what  it  means  to  have  a  major  Pac- 
10  university  in  our  midst.  Must  have  a 
four-year  college  degree  with  at  least 
two  years  of  daily  newspaper  experi¬ 
ence.  Further  information  available  at 
virww.registerguard.com 

Submit  a  cover  letter,  resume  and  six 
non-returnable  clips  by  Manday, 
August  2,  1999  to  HIGHER  EDUCA¬ 
TION  REPORTER,  The  Register-Guard, 
35CX)  Chad  Drive,  Eugene,  OR  97408. 
An  Equal  Opportunity  Employer 

ILLINOIS  AgriNews  has  a  full-time 
opening  for  a  Field  Editor  to  work  in 
LaSalle,  IL.  Seeking  experienced 
reporter,  recent  journalism  ar 
agriculture  communication  graduate. 
Agriculture  background  desirable  but 
not  required.  Photo  experience  a  plus. 
Car  required.  Fax  or  mail  resume  and 
writing  samples  to  Joyce  McCullough, 
Illinois  AgriNews,  426  Second  Street, 
LaSalle,  IL  61301.  Fax:  (815)  223- 
7894.  E-mail:  agrinews@theramp.net 

MANAGING  EDITOR 
EXECUTIVE  COMMUNICATIONS 

The  Coca-Cola  Company  is  currently 
seeking  a  Managing  Editar  of  Execu¬ 
tive  Communications  at  Global  Head¬ 
quarters  in  Atlanta,  GA. 

This  position,  under  the  direction  of  the 
senior  manager.  Executive  Communi¬ 
cations,  will  provide  communications 
support,  such  as  speech  writing  and 
written  communications,  to  members  of 
the  Company's  senior  management 
team,  including  the  CEO  and  Group 
Presidents,  as  well  as  contribute  to  the 
development  of  other  executive  com¬ 
munications  projects. 

Qualified  professianals  should  possess 
a  Bachelor's  degree  in  Journalism, 
English  ar  related  areas,  and  a  mini¬ 
mum  of  five  years  professional  com¬ 
munications  experience  in  corporate 
communications,  journalism  or  politics. 
Speech  writing  experience  is  preferred. 

Coca-Cola  offers  the  opportunity  to 
work  in  an  exciting  team-based 
environment  with  excellent  compensa¬ 
tion  and  benefits.  Qualified  candidates 
may  send,  fax  or  E-mail  resumes  to 
Tho  Coca-Cola  Company,  Attn: 
BOLONDA,  USA  602A,  P.O.  Drawer 
1 734,  Atlanta,  GA  30301 . 

Fax  (404)  51 5-8897  or 
E-mail  sbolonda@na.ko.com 
No  phone  calls  or  agencies,  please 

An  Equal  Opportunity  Employer  which 
values  the  diversity  of  employees, 
customers  and  consumers 


JOIN  THE  RENAISSANCE  IN 
PASSAIC  COUNTY 

The  Herald  &  News,  a  49,000  daily  in 
northeastern  New  Jersey  just  25 
minutes  from  Times  Square  in  New 
York  City,  is  looking  for  a  few  good 
journalists.  If  you're  committed  to 
!  excellence  and  enterprise,  we  want  to 
j  talk  to  you.  We  prefer  candidates  fram 
!  Zones  1  and  2,  but  will  make  excep- 
1  tions  for  exceptional  people.  We  need: 

I  ASSISTANT  SPORTS  EDITOR  who 
i  takes  pleasure  in  fine-tuning  stories  on 
deadline,  who  can  design  and 
'  paginate  three  to  four  pages  per  day, 

;  aid  in  the  daily  supervision  of  a  staff  of 
j  1 2  and  handle  administrative  duties  as 
.  needed.  In  telling  the  stary  of  sports  in 
our  communities,  the  state  high  schoal 
football  championship  held  just  down 
I  the  road  in  Giants  Stadium  is  as  impor- 
!  tant  as  the  pro  games  played  there.  A 
I  journalist  with  twa  years  of  supervisory 
j  experience  who  sees  himself  running 
!  his  own  department  one  day  would  be 
'  a  perfect  fit  for  this  post.  Write  to 
j  Kathie  Adams,  assistant  managing 
I  editor. 

I  ASSISTANT  CITY  EDITOR  to  lead  six  af 
I  the  city  desk's  15  reporters  in  crafting 
a  daily  and  enterprise  report  that 
^  makes  our  newspaper  a  vital  part  af 
our  readers'  lives.  We  have  one  of  the 
most  diverse  communities  in  the  coun- 
:  try  and  some  of  the  most  exciting 
opportunities  for  reporting,  writing  and 
editing.  We're  looking  for  an  editor 
with  a  proven  recorcT  of  leading  by 
inspiration  and  perspiratian.  Write  to 
Dino  Ciliberti,  city  editor. 

i  COPY  EDITOR  with  wit,  exquisite 
mastery  of  the  language  and  QuarkX¬ 
Press  competence  to  join  a  desk  of 
eight  that's  the  keeper  of  the  newspa¬ 
per's  standards.  Our  new,  state-of-the- 
^  art  computer  system  requires  addi¬ 
tional  staff.  Sa,  there's  an  opportunity 
for  an  experienced,  creative  editor 
;  who  understands  that  the  copy  desk  is 
I  the  bedrock  of  good  newspapering. 

!  Write  to  Kathie  Adams,  assistant 
'  managing  editor. 

Send  your  resume,  references,  salary 
:  history  and  work  samples  to  The 
I  Herald  &  News,  988  Main  Avenue, 

I  Passaic,  NJ  07055. 

MANAGING  EDITOR  -  Come  grow 
with  Northwest  25,000  daily  moving 
I  from  PM  to  AM.  Lead  strong  news 
^  staff,  develop  product  content  and 
introduce  Sunday  edition.  Experienced 
editor  with  strong  news  background, 
people  skills  and  marketing  savvy 
sought.  Excellent  salary  and  benefits. 
Send  resume  and  samples  of  work  to 
Peter  York,  publisher.  The  Daily  News, 
P.O.  Box  1 89,  Longview,  WA  98632 
orE-mailpyork@tdn.com 

MANAGING  EDITOR  -  The  Enterprise 
;  Mountaineer,  a  Western  North  Caro- 
t  lino  tri-weekly  newspaper  is  looking  for 
j  an  experienced  leader  for  its  award 
winning  10-person  news  staff.  Position 
I  requires  strong  writing,  editing  and  com- 
j  munity  oriented  leadership  skills.  Pho- 
,  tography,  layout/design  skills  a  plus. 

Excellent  work  environment  with  good 
;  salary  and  benefit  package.  Send 
1  resume  and  references  to  Editor  Posi¬ 
tion,  The  Enterprise  Mountaineer,  P.O. 
Box  1 29,  Waynesville,  NC  28786. 


!  MANAGING  EDITOR  -  The  Honolulu 
!  Advertiser,  Hawaii's  largest  newspaper 
j  seeks  on  accomplished  leader  with  the 
]  highest  reporting  and  editing  stan- 
I  dards.  This  is  an  exceptional  opportu- 
j  nity  for  a  dedicated  journalist  to  make 
'  an  impact  in  a  major  market. 

Excellent  benefits  package,  including 
competitive  salary,  401  (k),  paid  reloca- 
;  tion  to  the  world's  most  beautiful  island 
I  chain. 

We  are  a  Gannett  newspaper, 

1 06,000-circulation  AM/ 1 89,000 
Sunday,  an  equal  opportunity 
employer  that  values  workplace 
I  diversity. 

!  Send  a  cover  letter  that  describes  your 
career  and  leadership  style,  plus  a 
j  resume  and  work  samples  to  Jim  Gatti, 
j  editor.  The  Honolulu  Advertiser,  605 
I  Kapiolani  Boulevard,  Honolulu,  HI 
96813.  E-mail  jgatti@aloha.net 

MANAGING  EDITOR 

The  Observer  &  Eccentric  Newspaper 
publishes  16  twice-weekly  newspapers 
serving  communities  of  suburban 
!  Detroit.  We  are  seeking  an  experi- 
I  enced  manager  to  lead  our  Wayne 
County  editorial  staff  and  publications. 
Qualification  requirements  include 
excellent  managerial  and  leadership 
skills  with  experience  in  supervising 
editorial  staff;  working  knowledge  of 
QuarkXPress  and  Baseview;  full 
i  understanding  of  the  general  principles 
j  of  libel  slander,  privacy  and  copyright 
I  principles.  Experience  in  community 
I  relations,  administering  policies,  judg- 
i  ment  and  discretion  in  the  development 
I  of  news.  Bachelor's  degree  or 
I  equivalent,  same  financial  background 
preferred.  Submit  resume  and  salary 
requirements  to  The  Qbserver  & 
Eccentric  Newspapers,  Job  Code 
i  Managing  Editor,  36251  Schoolcraft 
Road,  Livania,  Ml  48150. 

I  Fax  (734)  953-2057  or  E-mail 
ma  ry  a  b@C)e .  homecom  m .  net 
All  resumes  must  include  job  code. 

! 

i  _ EOE/DFW _ 

I  MANAGING  EDITOR 

j  Six  day  community  daily  newspaper  in 
'  one  of  Colorado's  most  livable,  afforda¬ 
ble  and  progressive  hometowns  is 
\  accepting  applications  for  its  top  news 
position.  Applicants  should  be 
wordsmiths  and  successful,  results- 
oriented  managers  who  are  able  ta 
train,  lead  and  inspire  an  award¬ 
winning  news  staff.  Applicants  should 
be  particular  about  spelling,  style, 
i  deadlines,  scheduling  and  assigning 
news  stories.  It  is  a  visible  position  in 
the  community  and  working  with  the 
public  is  a  must.  Pagination,  layout 
j  and  QuarkXPress  skills  are  necessary. 
Our  first  and  foremost  commitment  is 
to  local  news  coverage.  Send  cover  let¬ 
ter,  resume,  a  copy  of  your  current 
newspaper  to  Box  08893,  Editor  & 
Publisher. 


_ EDITORIAL _ 

MANAGING  EDITOR 

Take  over  the  newsroom's  top  spot  at 
the  Idaho  State  Journal,  SE  Idaha's 
20,000  daily.  We're  growing  after  7- 
day,  AM  conversion  in  May.  Seeking 
experienced  jaurnalist  to  bring  strong 
leadership  skills,  innovation  and 
I  marketing  savvy.  Enjoy  the  outdoors 
!  lifestyle,  2  1/2  hours  from  Jackson, 

I  WY,  Sun  Valley,  ID  and  Salt  Lake  City, 
UT,  and  a  community  based  an  family 
values.  Please  send  resume,  work  sam¬ 
ples  and  salary  requirements  to  Pub- 
j  lisher,  Idaho  State  Journal,  P.O.  Box 
431,  Pocatello,  ID  83204-1510  or 
j  send  E-mail  to  spressly@journalnet.com 
j  A  Pioneer  Newspaper 

j  AAANAGING  EDITOR 

]  If  you're  an  aggressive,  experienced 
editor  ready  to  step  into  a  challenging 
role  with  an  award-winning  medical 
magazine,  here's  your  chance.  As 
Managing  Editor,  you  will  help  plan 
and  oversee  the  editorial  and  produc¬ 
tion  schedules,  write  and  edit  feature 
j  articles,  interact  with  physician 
j  authors,  freelance  editors,  photo- 
I  graphers  and  art  directors  to  produce 
I  a  well-written,  graphically  appealing, 

I  on-target  publication.  College  degree, 
j  strong  organizational  skills,  a  commit- 
I  ment  to  excellence  and  a  minimum  of 
1  3-f  years  of  medical  publishing  experi¬ 
ence  a  must.  Supervisory  experience 
and  an  understanding  of  desktop  pub- 
I  lishing  (QuarkXPress)  are  desirable. 
This  position  to  be  located  in  suburban 
Philadelphia  area.  Excellent  compensa- 
.  tion  and  benefits  package.  Please  send 
I  cover  letter,  resume  including  salary 
j  history  to  JPC,  100  6th  Avenue,  New 
I  York,  NY  100 13  Alt:  HR  Dept. 

'  MANAGING  EDITOR 

Las  Vegas  Weekly,  a  fast-growth 
alternative  newspaper  in  the  City  of  the 
Millennium,  is  seeking  a  strong  leader 
with  a  proven  record  of  managing  staff 
and  developing  editorial  direction.  The 
successful  candidate  will  have  strong 
editing  ability,  good  background  in 
popular  culture.  This  is  an  excellent 
opportunity  for  the  right  person.  Our 
stable,  diversified  media  company 
I  offers  excellent  benefits  package  with 
i  401  (k)  plan  and  competitive  compensa¬ 
tion.  Interested  candidates  may  submit 
resume,  cover  letter  and  salary  require¬ 
ments  (in  confidence)  to  Bruce  Spo- 
I  tieson,  general  manager.  Las  Vegas 
Weekly,  2290  Corporate  Circle  Drive, 
Suite  250,  Las  Vegas,  NV  8901 4. 

MID-SIZE  ZONE  5  PM  is  accepting 
applications  for  anticipated  reporter 
openings  this  fall.  The  ideal  candidate 
!  will  have  at  least  one  or  two  years 
experience.  We  also  will  consider 
recent  graduates  who  have  completed 
internships  at  daily  newspapers. 
Responsibilities  include  breaking  news 
and  enterprise  stories,  with  an  empha- 
I  sis  on  coverage  of  education  or  busi¬ 
ness/  personal  finance  issues.  We  are 
I  an  independently  owned  newspaper 
I  offering  an  excellent  compensation 
j  package.  Reply  to  Box  08896,  Editor 
I  &  Publisher. 
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HELP  WANTED 


_ EDITORIAL _ 

NEWS  EDITOR 

If  you  hove  the  judgment  for  what's 
news,  the  talent  to  design  attractive 
pages  and  the  ability  to  supervise  a 
fully  paginated,  10-member  news  and 
copy  desk.  The  Albany  Herald  has  a 
place  for  you.  Send  your  resume,  letter 
and  references  to  Jim  Hendricks, 
managing  editor.  The  Albany  Herald, 
P.O.  Box  48,  Albany,  GA  31702.  E- 
mail  |im@albanyherald. surfsouth.com 
Pre-employment  drug  screening 
required 

NEWS  EDITOR 

The  Virginian-Pilot  is  seeking  a  news 
editor.  The  news  editor  bears  the 
responsibility  for  producing  tomorrow's 
paper  accurately,  creatively,  honestly 
and  on  time.  The  news  editor  makes 
late-night  calls  on  story  play  and  place¬ 
ment  and  works  with  other  teams  to 
ensure  that  the  Pilot  produces  a  full, 
fair  and  accurate  news  report.  The 
news  editor  oversees  the  design  of 
tomorrow's  paper  to  ensure  that  the 
Pilot  accurately  reflects  the  tone  and 
volume  of  the  news  of  the  day.  In  this 
sense,  the  news  editor  has  the  dual 
responsibility  for  creating  an  atmo¬ 
sphere  where  the  most  interesting,  com¬ 
pelling  and  creative  newspaper  is  pro- 
ducecT  while  at  the  same  time  pro¬ 
tecting  the  interests  of  the  Pilot. 

The  news  editor  supervises  the  Pilot's 
team  af  1 5  designers  to  ensure  that  the 
Pilot  follows  one  of  its  main  guiding 
principles  -  content  comes  first.  To 
apply,  contact  Denis  Finley,  deputy 
managing  editor,  150  West  Bram- 
bleton  Avenue,  Norfolk,  VA  23510. 

NEWS  PAGE  DESIGNER 

The  Virginian-Pilot  is  seeking  a  creative 
news  designer  to  produce  expressive, 
accessible,  accurate  and  exciting  news 
fronts.  The  Pilot  emphasizes  content- 
driven  design  while  striving  to  present 
the  daily  news  report  in  ciifferent  and 
creative  ways.  We  want  our  designers 
to  be  journalists  and  editors  above  all 
else. 

The  successful  candidate  will  have  a 
thorough  knowledge  of  design  and  its 
application  to  news,  knowledge  of  pro¬ 
per  use  of  typography  ana  photog¬ 
raphy,  organizational  and  interpersonal 
skills,  good  news  judgment  and  excellent 
visual  storytelling  skills. 

The  successful  candidate  will  work  on  a 
shift  that  rotates  monthly  and  includes 
designing  most  of  the  Pilot's  news 
pages.  Expect  to  work  occasional  copy 
desk  shifts.  Days  off  will  vary.  This  is  a 
night  jab.  To  apply  cantact  Denis 
Finley,  deputy  managing  editar.  150 
West  Brambleton  Avenue,  Norfolk,  VA 
23510. 


Editor  &  Publisher 
Classified  Ad  Dept. 

1 1  West  19th  St. 
New  York,  NY  10011 


NEWSPAPER  REPORTER 
The  Beaver  County  (PA)  Times,  an 
award-winning,  45,000-circulatian 
daily  just  outside  Pittsburgh,  seeks  a 
talented,  motivated  and  experienced 
reporter  to  creatively  cover  gov¬ 
ernment,  general  news  and  features. 
Minority  journalists  are  encouraged  to 
apply.  Send  resume  and  clips  to  Lori 
DeLauter,  Beaver  County  Times,  400 
Fair  Avenue,  Beaver,  PA  1 5009. 

No  calls,  please 

ONLINE  CONTENT  DEVELOPER 

I  Macromedia,  Inc.,  publisher  of  The 
Bergen  Record,  the  North  Jersey 
Herald  &  News,  and  a  constellation  of 
weeklies,  has  an  immediate  opening 
for  an  online  content  developer  for  our 
Ragship  news  site.  The  Record  Online. 

This  is  an  entry-level,  full-time  job  on 
The  Record's  World  Wide  Web  pro¬ 
ject.  It  requires  non-traditional  hours 
and  the  ability  to  produce  high-quality 
wark  with  minimal  supervision  under 
deadline  pressure.  Facility  with  com¬ 
puters  and  a  passion  for  the  online 
world  are  a  must  for  this  position,  as  is 
the  ability  to  think  beyond  the  tradi¬ 
tional  boundaries  of  print  journalism. 

I  The  Content  Developer  will  build 
World  Wide  Web  pages,  organize 
and  edit  previously  published  material, 
create  new  content  to  be  delivered 
online,  and  take  part  in  daily  produc¬ 
tion  of  the  newspaper's  Web  sites.  The 
ability  to  quickly  learn  new  computer 
systems  and  software  packages,  and  to 
adapt  to  a  rapidly  changing  environ¬ 
ment,  is  essential. 

The  successful  candidate  will  have  at 
least  a  Bachelor's  degree  and  three 

j  years  of  daily  newspaper  experience  in 

I  news/editarial,  graphics,  or  photo- 

I  graphic  specialties;  a  familiarity  with 
the  Internet  and  the  World  Wide  Web; 
familiarity  with  newsroom  production 
systems  as  well  as  PCs  and  Macin¬ 
toshes;  and  a  basic  understanding  of 
hypertext  markup  language  and  other 
Web  tools.  Expertise  in  one  or  more  of 
the  following  is  highly  desirable:  Macin¬ 
tosh,  Windows,  and  Unix  operating 
systems;  Adobe  Photoshop; 
Macromedia  Freehand;  Macromedia 
Director;  QuarkXPress;  Adobe  Premier; 
Frontpage;  DreamWeaver;  HomeSite; 
PERL,  C-K-I-;  Java;  JavaScript;  animatian 
software. 

Salary  based  on  experience.  Opportu¬ 
nity  for  personal  growth  and  career 
development  is  limitless.  Send  resumes 
to  Jack  McNeely, 

editor@www.bergen.com  or 
via  snail  mail  to  Jack  McNeely,  online 
editor.  The  Bergen  Record,  150  River 
Street,  Hackensack,  NJ  07601 . 

PAGE  DESIGNER:  Employee-owned 
27,000  daily  with  a  tradition  of 
excellence  needs  a  page  designer/ 
copy  editor  to  produce  mainly  sports 
pages.  Knowledge  of  QuarkXPress  a 
must.  Enjoy  Yellowstone,  Jackson  Hole, 
world-class  flyfishing  and  skiing  on 
days  off.  Send  letter,  resume  and  clips 
to  Jared  Johnson,  Post  Register,  333 
Northgate  Mile,  Idaho  Falls,  ID  83401 . 

1  Orjjohnson@idahonews.com 


Stand  out  from  the  Crowd 


Reserve  your  space  today  in 
E&P’S  SPECIAL  REPORT 

STATE  OF  EMPLOYMENT 
AND  RECRUITMENT 

August  21,  1999 

Place  your  employment  ad  in  our  special  Report  on 
Employment/Recruitment  today  and  reach  newspaper 
professionals  looking  for  new  opportunities. 

Space:  August  11  Material:  August  13 


Please  contact  us  for  rates,  samples  or 
ad  copy  specifications.  ’ 

Hazel  Preuss  (212)  675-4380  ext.  171 
hazelp@mediainfo.com 

Michele  Appello  (212)  675-4380  ext.  173 
michelca@mediainfo.com 

Eileen  Long  (212)  675-4380  ext.  170 
cilecnl@mediainfo.com 


www.mediainfo.com 
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HELP  WANTED 


_ EDITORIAL _ 

PACIFIC  NORTHWEST 

Editor  sought  for  award-winning  com¬ 
munity  twice-weekly.  Port  of  largest  com¬ 
munity  newspaper  group  in  WA. 
We're  seeking:  a  passion  for  com¬ 
munity  news,  pagination  skills,  team 
leadership,  involvement  in  the  com¬ 
munity,  creativity  and  ability  to  work 
within  o  budget.  Send  resume  and 
clips  to  Editor  Pos/FWM,  Sound  Pub¬ 
lishing,  Inc.,  7689  NE  Day  Road, 
Bainbridge  Island,  WA  981 10. 


PEKIN  DAILY  TIMES,  an  award¬ 
winning  15,000  six-day  daily  near 
Peoria,  IL  needs  an  assistant  city  editor. 
We  seek  a  highly-motivated,  detail- 
oriented  person  with  excellent  gram¬ 
mar  and  punctuation  skills  to  handle 
wire  copy  and  proofreading.  The 
person  also  would  be  responsible  for 
handling  electronic  downloads  and 
maintain  the  newspaper's  Web  site. 
Applicants  may  be  recent  graduates  or 
veteran  journalists.  Superior  English 
and  editing  skills  are  a  must.  A 
Master's  degree  in  journalism  or 
related  field  is  preferred  but  not 
required.  Send  resume,  writing  sam¬ 
ples  and  salary  requirements  to  Editor 
Joel  Steinfeldt,  Daily  Times,  P.O.  Box 
430,  Pekin,  (L  61 555. 


POLICE  REPORTER 

You're  wanted  -  if  you're  hard-nosed 
and  willing  to  dig  for  stories  that  go 
beyond  the  daily  grind  of  the  police 
beat.  The  award-winning  Daily  News 
of  Longview,  WA,  has  an  immediate 
opening  for  a  full-time  reporter  to 
cover  two  city  police  departments  and 
one  county  sheriff's  office.  Must  be  a 
self-starter  with  good  news  judgment,  \ 
punchy  writing  style  and  intense 
curiosity.  Send  resume,  clips  and  j 
references  Andre  Stepankowsky,  city 
editor.  The  Daily  News,  P.O.  Box  189,  ; 
Longview,  WA  98632.  ! 


_ EDITORIAL _ 

POLITICS  WRITER 

Seasoned  pro  sought  to  wear  three  i 
*  great  hats:  | 

,  ‘Cover  rough-and-tumble  politics  (you  | 
get  o  weekly  column,  too). 

•Lead  major  investigations. 

•Head  a  three-person  bureau  in  the  ; 
county  seat.  ' 

i  That's  the  job  of  our  politics  writer.  It  I 
takes  a  leather  hide.  We  have  a  record 
of  putting  miscreant  public  officials  out 
of  office  and  into  prison.  If  you  have 
those  skills,  add  your  name  to  our  wall 
filled  with  first-place  state  and  national 
awards.  Send  resume  and  clips  to  John 
;  G.  Cole,  editor.  The  Morning  Journal,  j 
;  1657  Broadway,  Lorain,  OH  44052. 
That's  30  miles  West  of  Cleveland.  I 


!  PUBLIC  JOURNALISM  EDITOR  ! 

i  The  Herald,  a  55,000-circulation  daily 
in  Everett,  WA,  is  seeking  candidates  1 
to  lead  civic  journalism  projects  and  j 
other  community-building  activities. 

[  Great  opportunity  for  on  innovative 
j  risk-taker  who  wants  to  make  a  dif-  | 
'  ference.  Applicants  should  have  at  : 
!  least  five  years  newsroom  experience, 

!  strong  organizational  skills  and  enjoy 
^  working  and  speaking  in  public  set- 
!  tings.  To  apply,  send  resume  and  cover 
letter  to  Stan  Strick,  executive  editor. 
The  Herald,  Attn:  99/6/56-EP,  P.O. 
Box  930,  Everett,  WA  98206-0930. 

Or  E-mail  to  strick@heraldnet.com 
i  Calls  welcome,  (425)  339-3480 


REPORTER  -  Philadelphia  suburban  | 
daily  seeks  aggressive,  curious,  hard¬ 
working  reporter  with  lots  of  ideas  and 
a  strong  desire  to  be  the  best.  Send  let-  [ 
ter,  resume  and  clips  to  Lanny  i 
Morgnanesi,  executive  editor.  The  i 
Intelligencer,  333  N.  Brood  Street,  | 
Doylestown,  PA  1 8901 .  ] 

lmorgnane$i@caikinsnewspapers.com  | 


Don’t  miss  the  Help  Wanted 
ads  in  this  week’s 

NEWSPAPER 
WORKPLACE  & 
EMPLOYMENT 
FEATURE 

Pages  60  thru  62 


_ EDITORIAL _ 

REPORTER  WANTED:  3-year-old,  Ann 
Arbor,  Michigan-based  Catholic 
newspaper  seeking  experienced 
reporter.  High  level  of  organizational 
skills,  initiative  and  strong  sense  of 
mission  required.  Know'edge  of  Win¬ 
dows  95  helpful.  Salary  dependent  on 
experience.  Submit  your  resume  and 
letter  of  intent  to  Credo  Newspoper, 
Attn:  Clare,  P.O.  Box  504,  Ann  Arbor, 
Ml  48 1 06  or  Fax  to  (734)  930-3 1 79. 


REPORTER  WHO  can  provide  top¬ 
flight  breaking  or  beat  coverage  while 
building  strong  enterprise  stories 
sought  by  50,000  Texas  AM.  Suc¬ 
cessful  applicant  will  be  a  self-starter 
with  strong  reporting  and  writing  skills. 
Daily  newspaper  experience  needed. 
Send  cli  ps,  resume  to  City  Editor 
Robert  Griffin,  Abilene  Reporter-News, 
100  Cypress  Street,  Abilene,  TX 
79601 .  E-mail:  griffinr@abinews.com 


REPORTER,  for  Norfolk,  VA  weekly 
business  journal.  You  love  reporting 
but  want  more  depth  and  a  bigger 
challenge.  You're  smart,  curious  deter¬ 
mined,  diligent,  good  with  people 
and  can  think  for  yourself.  Now  sit 
down  ond  write,  do  not  call,  the  Editor, 
Virginio  Business  Observer,  300  E. 
Main  Street,  Norfolk,  VA  23510,  ond 
describe  what  else  you  have  to  offer. 


REPORTER/WRITER 

www.WineToday.com  a  growing  New 
York  Times  Co.  Internet  publication 
based  in  Northern  California  Wine 
Country,  is  seeking  a  writer  who  knows 
how  to  weave  a  good  story  and  turn 
out  crisp  copy  on  o  daily  deadline. 
Chief  responsibility  would  be  writing  a 
steody  flow  of  feature  stories,  but  we 
are  looking  for  a  team  player  who  can 
report  breaking  news  and  make  the 
occasional  database  entry.  Prefer  can¬ 
didates  with  3-5  years  of  writing  expe¬ 
rience  with  print  or  Internet  pub¬ 
lications.  Knowledge  of  wine  and  the 
Internet  a  plus.  Send  resume  and  clips 
by  Aug.  1  to  Tim  Fish,  WineTodoy.com, 
858  Fourth  Street,  Suite  B,  Santa  Rosa, 
CA  95404. 

E-mail  tfish@winetoday.com 


REPORTER 

Immediate  opening  for  general  assign¬ 
ment  reporter  with  interest  in  arts  and 
religion  at  20,000-circulation  daily. 
Northeast  residents  preferred.  Experi¬ 
ence  a  must.  Resume,  clips  to  Rachel 
Dickler,  city  editor.  The  Daily  Star,  P.O. 
Box  250,  Oneonta,  NY  1 3820. 


REPORTERS,  EDITORS,  PHOTO¬ 
GRAPHER  needed  at  aggressive 
Northern  Virginia  daily  in  the  Media 
General  chain.  Apply  to  Ellen  Mitchell, 
Potomac  News,  P.O.  Box  2470, 
Woodbridge,  VA  22193. 


REPORTERS 

Business,  courts  reporters  for  23,000 
PM  in  foothills  of  the  Appalachians. 
Degree  required,  reporting  experience 
preferred.  Looking  for  articulate, 
inquisitive  writers  who  enjoy  busting  a 
good  story.  Send  clips,  resume  to  P. 
Gottbrath,  P.O.  Box  31 1,  Ashland,  KY 
41 105.  Questions?  (800)  955-5860. 


_ EDITORIAL _ 

REPORTERS 

We  asked  our  staff  why  you  should 
work  at  the  News  &  Record,  o 
100,0(X)  daily  in  Greensboro,  NC. 
They  said: 

“The  N&R  seems  to  lack  the  bockstab- 
bing  and  internal  competition  that 
makes  working  elsewhere  such  a 
drag.” 

-John  Newsom,  first-place  winner  in 
the  Education  Writers  Association 
awards 

“The  company  offers  the  most  extensive 
collection  of  on-site  professional- 
development  opportunities  I've  ever 
heard  of.” 

-Lydian  Bernhardt,  assistant  features 
editor 

If  you  like  what  you  hear  and  have  at 
least  two  years  of  experience,  please 
send  a  letter,  resume  and  work  sam¬ 
ples  that  demonstrate  writing  ability, 
creativity,  initiative  and  news  judgment 
to  Ed  Williams,  recruitment  coordinator. 
News  &  Record,  200  E.  Morket  Street, 
Greensboro,  NC  27420. _ 


REPORTER 

The  Charleston  (W.  VA)  Gazette  has 
an  opening  for  a  general  assignment 
reporter.  We're  looking  for  someone 
with  ideas  and  initiative  who  can  cover 
both  breaking  news  and  write  interest¬ 
ing  enterprise  features.  Experience  is  a 
plus.  The  Gazette  is  West  Virginia's 
largest  newspaper  with  a  52,000  daily 
circulation,  100,000  Sunday.  We're  a 
morning  newspaper  in  the  state  capi¬ 
tal.  Send  your  resume  and  clips  to 
Rosalie  Earle,  managing  editor.  The 
Charleston  Gazette,  1001  Virginia 
Street  E.,  Charleston,  WV  25304. 

REPORTER 

The  Daytona  Beach  News-Journal,  an 
award  winning  100,000-plus  daily  in 
a  competitive  market,  seeks  a  top-notch 
general  assignment  reporter  to  take 
over  our  highly  demanding  “Heart 
Beat”.  The  challenge  each  day  is 
simply  to  develop  a  quick  hit,  front 
page  story  that  will  be  the  buzz  in  the 
community  tomorrow.  Inspiration  might 
be  drawn  from  the  morning's  lead 
story,  something  observed  on  the  way 
to  work  or  even  a  peculiar  classified 
ad.  The  right  candidate  will  be  both  an 
energetic  digger  and  a  polished  writer 
able  to  produce  well-crafted  stories  on 
o  tight  deadline.  We  offer  a  com¬ 
petitive  salary,  401  (k)  plan  and 
excellent  benefits.  Please  send  resume 
and  clips  to  Mike  Czeczot,  managing 
editor/Metro,  The  Daytona  Beach 
News-Journal,  P.O.  Box  2831, 
Daytona  Beach,  FL  32120-2831 . 

SPORTS  COPY  EDITOR/DESIGNER 
The  Tulsa  World  is  seeking  copy  editor 
for  Sports  rim.  Job  is  combination  of 
editing,  design  and  pagination.  Prefer 
two  years  of  editing  experience.  QuarkX¬ 
Press  or  Sll  pagination  experience  is 
helpful.  Send  resume  and  page  sam¬ 
ples  to  Phil  Parrish,  executive  sports 
editor,  Tulsa  World,  P.O.  Box  1770, 
Tulsa,  OK  741 02.  E-mail: 

phil.parrish@tulsaworld.com 
The  Tulsa  World  is  an  Equal 
Opportunity  Employer  M/F 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurriecT  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland,  St.  Louis, 
Denver  and  Dallas.  New  Times  is  com¬ 
mitted  to  building  a  diverse  workforce 
and  acknowledges  the  needs  of 
employees  with  young  families.  We 
offer  competitive  salaries  and  bene¬ 
fits. ..and  all  the  space  you  need  to  put 
the  news  in  perspective  and  tell  a  good 
story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 

Christine  Brennan 
Executive  Managing  EdihDr 

New  Times,  Inc. 

P.O.Box  5970 

Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 

SHANGHAI  LAUNCHING  English- 
language  daily  newspaper.  Needed: 

I  journalists,  mid-career  or  retired,  with 

:  experience  in  news  reporting/editing 

to  help  train  young  staff  and  polish 
I  copy  for  6-12  months.  Business  news 

!  experience  a  plus.  Roundtrip  airfare, 

I  accommodation  and  salary  provided. 

I  An  exciting  opportunity  in  an  exciting 

city.  For  details,  fax  editor  Peter  Zhang 
at  (01 1  -8621 )  6445-1 849  or  E-mail: 
shdaily@public4.sta.net.cn 

i  SPORTS  COPY  EDITOR.  Award¬ 

winning  Midwest  daily  is  looking  for 
an  experienced  sports  copy  editor. 
Applicants  should  have  editing  and 
page-design  experience,  preferably  in 
QuarkXPress.  Submit  resume  and  clips 
to  Chuck  Woodling,  sports  editor, 
Lawrence  Journal-World,  609  New 
Hampshire,  Lawrence,  KS  66044  or: 
cwoodling@l|world.com 

SPORTS  EDITOR 

The  Daily  Times,  a  1 7,000  daily,  seeks 
a  sports  editor  with  strong  design, 
copy  editing  and  pagination  skills  to 
lead  a  four-person  sports  staff  in  an  out¬ 
doors  oriented  community.  We 
emphasize  local  sports  and  want  a 
team  player  who  will  take  us  to  the 
next  level.  Send  resume  and  samples  to 
Debbie  Allard,  managing  editor.  Daily 
Times,  P.O.  Box  581,  Portsmouth,  OH 
45662. 


_ EDITORIAL _ 

SPORTS  DESIGNER:  The  Sun  Herald  in 
sunny  Port  Charlotte,  Florida,  is  once 
again  expanding  and  is  in  search  of  a 
sports  designer.  This  is  o  new  position, 
and  we  are  looking  for  someone  to 
help  moke  our  sports  section  shine.  The 
successful  candidate  must  be  proficient 
in  QuarkXPress  and  be  a  stickler  for 
deadlines.  All  interested  applicants 
should  send  resume,  along  with  some 
samples  of  their  work  to  The  Sun 
Herald,  c/o  Michael  Parsons,  23170 
Harborview  Road,  Charlotte  Harbor, 
FL  33980. 


SPORTS  EDITOR 

The  Duluth  News  Tribune,  an  award¬ 
winning,  Knight  Ridder  newspaper  on 
the  shores  of  Lake  Superior  that  serves 
northwestern  Wisconsin  and  northern 
Minnesota  with  daily  readership  of 
over  129,000  people,  is  seeking  an 
experienced  journalist  to  lead  our  1 0- 
person  sports  staff.  We  think  of  sports 
as  news  and  regard  the  sports  depart¬ 
ment  as  a  full  partner  in  the  paper's 
local  news  efforts.  We  want  a  sports 
section  that  sparkles,  that  owns  the 
local  sports-coverage  franchise  and 
that  offers  our  readers  a  comprehen¬ 
sive  sports  report.  The  successful  can¬ 
didate  is  likely  to  have  at  least  three 
years  experience  in  supervision  and  a 
background  that  includes  sports  report¬ 
ing,  copy  editing,  and  design.  It 
wouldn't  hurt  to  know  something  about 
hockey,  too. 

Applicants  should  send  a  resume  and 
appropriate  clips,  along  with  a  one- 
page  essay  that  outlines  their  thoughts 
on  sports  coverage  to  David  Holwerk, 
editor,  Duluth  News-Tribune,  424  W. 
First  Street,  Duluth,  MN  55802. 
_ (218)  723-5239 _ 


SPORTS  REPORTER 

Award-winning  1 4,000  afternoon 
daily  in  growing  Southeast  Louisiana 
seeks  enterprising  sports  reporter  with 
strong  writing,  page  design  skills.  Send 
resume,  clips  to  Editor,  P.O.  Box  1 1 49, 
Hammond,  LA  70404.  Check  us  out  at: 
www.hammondstar.com 


SPORTSWRITER/COPY  EDITOR  -  The 
Doily  Press,  a  30,000-circulation  daily 
morning  newspaper  located  in 
Southern  California  is  looking  for 
someone  to  fill  o  writing  and  desk  posi¬ 
tion.  Candidate  must  be  willing  to  write 
and  design  pages,  have  strong  editing 
and  writing  skills  and  knowledge  of 
QuarkXPress.  Experience  helpful,  but 
will  consider  entry-level.  Send  cover  let¬ 
ter,  resume  and  clips  to  Tom  Fay, 
sports  editor.  Daily  Press,  13891  Park 
Avenue,  Victorville,  CA  92393.  E-mail: 
tfay@link.freedom.com 


STAGEBILL,  a  performing  arts  program 
serving  more  that  80  institutions,  seeks 
EDITORIAL  ASSISTANT  slot  and  a 
SENIOR  EDITOR  position.  Must  have 
broad  knowledge  of  performing  arts, 
editing  experience,  and  facility  with 
QuarkXPress.  Send  resume  to  John 
Istel,  editor-in-chief,  Stogebill,  144 
East  44th  Street,  New  York,  NY  10017 
or  E-mail  jistel@stogebill.com 


_ EDITORIAL _ 

SUNDAY  EDITOR  -  Pennsylvania's  best 
1 6,500  daily  seeks  pro  to  shepherd  its 
flagship  product.  Use  the  latest  G3 
Macs  in  a  great  community.  Send 
resume,  clips  to  Carol  Talley,  editor. 
The  Sentinel,  P.O.  Box  130,  Carlisle, 
PA  17013.  Learn  more  about  us  and 
our  community  at 

www.cumberlink.com 


THE  ANDERSON  INDEPENDENT- 
MAIL,  a  40,000  daily,  46,000  Sunday 
newspaper  has  several  print  and 
online  openings  on  a  high  energy, 
high  camaraderie  staff.  Three  fully 
paginated  zoned  editions  serve  hign 
growth  area  in  northeast  Georgia  and 
Upstate  South  Carolina.  Anderson  is  a 
monufacturing  center  on  a  huge  lake 
near  the  Blue  Ridge  mountains.  Major 
state  university,  regional  cultural  center 
nearby. 

CITY  DESK  REPORTERS  -  Three  open¬ 
ings  on  a  staff  that  has  won  three 
National  Headliner  awards  in  seven 
years.  Aggressive  hard  news  coverage 
and  a  variety  of  special  projects  in  a 
competitive  market. 

SPORTS  REPORTER  -  Cover  major  uni¬ 
versity  sports  beat  and  high  schools  on 
a  staff  that  regularly  ranks  among  the 
nation's  best  in  our  size  category. 

LIFESTYLE  COPY  EDITOR/PAGE 
DESIGNER  -  Join  a  highly  creative 
team  producing  seven  color  lifestyle 
sections  a  week  plus  color  Homes, 
Travel,  Spectrum  and  TV  Week  sec¬ 
tions  on  Sunday. 

NEWS  COPY  EDITOR/PAGE 
DESIGNER  -  Join  a  6-person  desk  thot 
edits  and  designs  all  news  and  busi¬ 
ness  pages,  include  Page  lA.  Intense 
zoning  and  color  use;  multiple  wires. 
Many  full-color  sp^ial-project  pages. 
Quality  copy  editing,  creative  page 
designs  a  must. 

ONLINE  CONTENT  COORDINATOR  - 
Design,  build  and  maintain  quality 
web  pages  for  the  Independent-Mail's 
community  umbrella  site, 
andersonsc.com  We  host  a  variety  of 
web  sites  for  the  newspaper,  com¬ 
munity  groups  and  private  businesses. 

ONUNE  MARKETING  COORDINATOR  - 
Market  online  development  to  vorious 
community  groups  and  private  business 
and  handle  promotion  of  the  community 
umbrella  site,  anderson.sc.com 

You  need  a  college  degree,  pizzazz 
and  a  passion  for  quality  and  integrity. 
We're  part  of  one  of  the  nation's  pre¬ 
mier  newspaper  groups.  The  E.W. 
Scripps  Company.  Send  resume  and 
clips  to  T.  Wayne  Mitchell,  senior  vice 
president  anci  editor,  Anderson  Inde¬ 
pendent-Mail,  P.O.  Box  2507, 
Anderson,  SC  29622. 

Or  rax  to  (8641 260- 1 276  or 
E-mail  to  mitchelftw@scripps.com 
Questions?  Call  (800)  859-6397 


_ EDITORIAL _ 

THE  BAKERSFIELD  CALIFORNIAN,  an 
award-winning  94,000/76,000  fam¬ 
ily-owned  daily  In  central  California,  is 
looking  for  an  experienced,  energized, 
organized  and  wildly  creative  Features 
Editor.  Our  team-oriented  paper, 
judged  the  state's  best  for  its  size  last 
year  by  CNPA,  focuses  on  local  news 
for  a  metro  population  of  350,000. 
The  features  department  produces  a 
daily  lifestyle/entertainment  section 
and  weekly  TV  book  and  is  gearing  up 
for  a  new  monthly  parenting/family 
magazine.  Visit  our  website 
www.bakersfield.com  -  to  learn  more 
about  us  and  our  area.  If  interested, 
send  cover  letter,  resume  and  work 
samples  to: 

The  Bakersfield  Californian 
Attn:  Human  Resources 
P.O.  Bin  440 
Bakersfield,  CA  93302 


THE  CHICAGO  SUN-TIMES,  a  great 
newspaper  in  a  great  city,  is  accepting 
resumes  for  the  following  positions: 
Deputy  Metro  Editor,  Deputy  Features 
Editor,  Deputy  Business  Editor  and 
Assistant  Photo  Editor.  We're  looking 
for  high-energy,  quick-thinking  people 
who've  had  success  nurturing  talented 
reporters  and  photographers.  For  Assis¬ 
tant  Photo  Editor,  we  specifically 
require  expertise  in  digital  photog¬ 
raphy.  Send  resumes  to  Joycelyn  Win- 
necke,  managing  editor,  Chicago  Sun- 
Times,  401  N.  Wabash  Avenue,  Chi¬ 
cago,  IL6061 1 . 

winnecke@suntimes.com 
(312)  321-2582 


THE  COMMERCIAL-NEWS,  a  solid 
20,000  PM  in  east  central  Illinois  seeks 
candidates  for  several  staff  positions. 
Our  coverage  area  includes  all  or 
parts  of  four  counties  in  Illinois  and 
three  in  Indiana.  We've  increased  the 
size  of  our  reporting  staff  and  the 
scope  of  our  coverage.  We  seek  appli¬ 
cants  for: 

CITY  EDITOR:  We're  looking  for 
someone  with  strong  reporting  skills, 
experience  in  community  newspapers 
and  the  ability  to  moke  a  good  young 
staff  even  better.  Management  experi¬ 
ence  preferred. 

ASSISTANT  CITY  EDITOR:  This  is  an 
excellent  opportunity  for  an  experi¬ 
enced  reporter  ready  to  step  into  man¬ 
agement. 

SPORTS  COPY  EDITOR:  This  position  is 
responsible  for  design  of  our  awcrd- 
winning  sports  section. 

REPORTERS:  Willing  and  able  to  learn 
every  beat  in  our  coverage  area. 

Send  resume  and  references  to  Larry 
Smith,  Commercial-News,  P.O.  Box 
787,  Danville,  IL  61 834. 

Fox  (21 7)  446-6648 
E-mail:  lsmith@dancomnews.com 


It's  a  Cbssified  Secret- We'//  never  reveal  the  identify  of  an  E&P  | 
box  holder.  If  you  don't  wont  your  reply  to  go  to  certain  newspapers  j 
(or  companies),  seal  your  reply  in  an  envelope  addressed  to  the  E&P 
Classified  Advertising  Department  with  an  attached  note  listing  the  news¬ 
papers  or  companies  you  do  not  want  the  reply  to  reach.  If  the  Box 
Number  you're  ansv»tering  is  on  your  list,  we'll  discard  your  reply. 
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HELP  WANTED 


_ EDITORIAL _ 

THE  DAILY  GAZEHE,  a  60,000- 
circulation  daily  in  New  York's  Capital 
Region,  needs  an  experienced, 
aggressive  reporter.  A  family-owned 
independent.  The  Gazette  values 
strong  local  coverage  with  a  mix  of  com¬ 
munity  news  and  hard-hitting 
enterprise.  Applicants  should  hove  at 
least  one  year's  experience  with  a 
daily.  Send  resume  and  work  samples 
to  Thomas  Woodman,  managing 
editor.  The  Daily  Gazette,  2345 
Maxon  Rood  Extension,  P.O.  Box 
1080,  Schenectady,  NY  1 2308. 


THE  GAINESVILLE  (FL)  SUN,  a 
56,000-circulation  New  York  Times 
Regional  Newspaper  daily  recently 
named  one  of  the  World's  Best 
Designed  Newspapers  by  the  Society 
for  News  Design,  has  an  opening  for 
pcge  designer/copy  editor.  Candi¬ 
dates  must  be  energetic  and  creative 
and  be  equally  versed  in  the  elements  of 
design  and  AP  style.  Two  years  of  edit¬ 
ing  and  design  experience  preferred. 
Working  knowledge  of  Photoshop, 
Illustrator,  QuarkXPress  or  other  design 
programs  a  plus.  Macintosh  proficient. 
Send  cover  letter  and  resume  to  Sean 
McCrory,  news  editor.  The  Gainesville 
Sun,  P.O.  Box  147147,  Gainesville,  FL 
3261 4-71 47.  Fax  (352)  338-3128  or: 

E-mail  mccrors@gvillesun.com 

THE  GRAND  RAPIDS  PRESS  (150,000 
daily,  195,000  Sunday)  has  an  open¬ 
ing  for  a  features  reporter.  Candidates 
should  have  minimum  three  years  daily 
newspaper  reporting  experience, 
including  hard  news,  lifestyle  and  enter¬ 
tainment  news,  be  able  to  step  into  this 
computer  literate  position  with  minimal 
training.  Gifted  writer/ reporter  whose 
compelling  writing  draws  readers  - 
whatever  the  topic.  A  reporter  equally 
adept  at  getting  behind  the  news  ar  in 
front  of  the  trends  and  features: 
Bachelor's  degree.  Excellent  employee 
benefit  package  including  Medical, 
Dental,  Life  Insurance,  pension 
package,  401  (k),  vacation,  paid  holi¬ 
days,  eye  care,  award  programs,  dis¬ 
counts  and  competitive  salary. 

Resumes  with  at  least  three  pro¬ 
fessional  references,  samples  of  writing 
a  must  and  cover  letter  outlining  your 
qualifications  may  be  sent  ta  Sue 
Schroder,  features  editor.  Grand 
Rapids  Press,  155  Michigan  Street, 
NW,  Grand  Rapids,  Ml  49503  or 
E-mail  at  sschroder@gr-press.com 

Please,  no  phone  calls  EOE 


_ EDITORIAL _ 

'  THE  GRAND  RAPIDS  PRESS  (150,000 
daily,  1 95,000  Sunday)  has  an  open- 
j  ing  for  a  sports  copy  editor.  Candi- 
I  dotes  should  have  daily  newspaper 
experience  as  a  reporter  and/or  copy 
editor  and  be  able  to  step  into  this  com¬ 
puter  literate  position  with  minimal 
training.  This  person  will  edit  stories, 
write  headlines  and  design  and 
paginate  pages. 

I 

Excellent  employee  benefit  package  in¬ 
cludes  pension  401  (k).  Medical,  Dental, 
Life  Insurance,  vacation,  paid  holidays, 
eye  care,  award  programs,  discounts  and 
competitive  salary. 

I 

Resumes  with  at  least  three  pro¬ 
fessional  references,  samples  of  edited 
copy  a  must  and  cover  letter  outlining 
your  qualifications  may  be  sent  to  Bob 
Becker,  sports  editor.  Grand  Rapids 
Press,  155  Michigan  Street,  NW, 
Grand  Rapids,  Ml  49503  or  E-mail  at 
bbecker@gr-press.com 
I  Please,  no  phone  calls  EOE 


I  THE  MINOT  (ND)  DAILY  NEWS  is  look- 
I  ing  for  an  energetic  educatian/ schools 
reporter  who  thrives  on  learning  while 
[  doing.  The  job  would  also  include 
I  some  regional  and  general  assignment 
!  reporting.  Previous  reporting  experi¬ 
ence  is  a  plus.  Contact  Matt  Gerszewski, 

!  assistant  editor,  Minot  Daily  News,  P.O. 

,  Box  1 1 50,  Minot,  ND  58702.  Or  FAX 
i  (701)857-1961. 
j 

THE  MUSKOGEE  PHOENIX,  a  19,000 
circulation,  AM  daily,  is  fully 
paginated  and  offers  an  excellent 
learning  environment.  Our  newspaper, 
a  regular  top  finisher  in  state  and 
national  contests,  offers  competitive 
pay  and  benefits.  Current  openings 
include  a  city  editor  for  a  staff  of  7 
[  reporters.  Five  years  experience 
i  required.  Good  people  skills.  A  copy 
j  editor,  experienced  or  entry  level 
wanted  for  our  four  person  desk.  A 
1  features  editor  responsible  for  content 
j  design  and  production  of  our  daily  and 
j  Sunday  life  sections  and  the  weekly 
entertainment  section. 

;  College  degree  is  preferred  but  verifia- 
‘  ble.  Work  experience  is  considered. 

'  Computer  skills  a  must  with  excellent 
{  grammar  and  spelling.  Experience  with 
Mac  helpful,  but  not  required.  Please 
send  cover  letter,  resume  and  non 
returnable  work  samples  to  Kristi  Fry, 
executive  editor,  Muskogee  Daily 
Phoenix,  P.O.  Box  1968,  Muskogee, 
OK  74402-1968.  The  Phoenix,  a 
member  of  the  Gannet  group  is  an 
Equal  Opportunity  Employer  that 
i  values  diversity. 


ECfP*s  Classified 


The  newspaper  industry’s 
meeting  place.  (212)  675^4380 


_ EDITORIAL _ 

j  THE  NORTHERN  VIRGINIA  DAILY,  A 
I  six-day-a-week  AM  paper  in  the 
Shenandoah  Valley  that  has  been  the 
[  most  honored  small  daily  in  the  state 
for  the  past  decade,  is  reorganizing 
I  and  expanding  its  editorial  staff  and  is 
I  seeking  an  assistant  managing  editor 
1  for  news,  copy  editor,  supervisor  for  a 
four-member  page  design  team,  page 
designer/headline  writer  and  general 
assignment  reporter.  Assistant  ME 
would  help  direct  staff  of  nine  reporters 
and  three  photographers  from  devel¬ 
opment  to  completion  of  stories. 
Excellent  opportunity  for  experienced 
copy  editor  to  take  on  more  responsi¬ 
bility  in  filling  large  local  news  hole. 
Copy  desk  edits  stories  and  page 
designers  write  cutlines  and  headlines 
and  proof  pages,  so  superior  com¬ 
mand  of  the  language  a  must.  We  are 
fully  paginated  on  PowerMacs  using 
QuarkXPress.  Designers  rotate  work  on 
a  local,  state,  national,  international 
and  business  pages.  The  staff 
supervisor  sets  work  schedules,  assigns 
design  projects  and  helps  coordinate 
redesigns.  Reporter  position  has  con¬ 
centration  on  government  but  also 
includes  courts,  education,  features 
and  breaking  news.  Competitive  salary 
and  benefits.  Send  resumes  and  sam¬ 
ples  of  work  to  Joe  Strohmeyer,  manag¬ 
ing  editor,  P.O.  Box  69,  Strasburg,  VA 
22657;  or  fax  to  (540)  465-9388. 
Questions?  Call: 

(540)  465-51 37  4- 10  p.m. 


I  THE  ROBESONIAN  newspaper,  a 
I  1 4,000  daily,  1 7,000  Sunday  in  Lum- 
berton,  NC,  is  looking  for  a  city  editor. 
Applicant  should  be  a  strong  writer,  a 
self-starter  and  have  a  willingness  to 
help  young  reporters  develop  stories. 
Pay  and  benefits  competitive.  Send 
I  resume  to  Donnie  Douglas,  editor,  121 
W.  Fifth  Street,  Lumberton,  NC  28358. 


THE  TUSCALOOSA  NEWS,  a  40,000 
New  York  Times  daily  in  the  home  of 
the  University  of  Alabama  is  looking 
for  talented  journalists: 

PAGE  DESIGNER:  Versatility  is  a  must, 
as  well  as  proficiency  with  QuarkX¬ 
Press  and  MicrosoftWord.  We  produce 
news,  lifestyle  and  business  pages,  just 
introduced  new  computer  pagination 
system  and  redesign  is  upcoming. 

ENTERPRISE  REPORTER:  We're  looking 
for  a  hard-hitting,  praductive  reporter 
with  ability  to  cover  health  care  and 
government.  We  want  stories  that  dig 
into  issues,  yet  tell  them  in  human 
terms.  Computer-assisted  reparting 
knowledge  is  a  plus. 

j  GRAPHIC  ARTIST:  Applicants  should 
I  be  proficient  with  Adobe  Illustrator, 
'  Adobe  Photoshop  and  QuarkXPress, 
I  and  should  be  visual  journalist  first  and 
1  artists  second.  Want  this  person 
involved  in  overall  presentation  of 
pages. 

Send  resume  and  work  samples  to 
Bruce  Giles,  executive  editor.  The 
1  Tuscaloosa  News,  P.O.  Box  20587, 
I  Tuscaloosa,  AL  35402-0587. 


_ EDITORIAL _ 

TRAVEL  EDITORS.  The  Los  Angeles 
Times  has  editing  apportunities  in  our 
Travel  Section,  including  Deputy  Travel 
Editar  and  Assistant  Travel  Editor.  Pro¬ 
ven  line  editing  and  rewriting  skills  - 
preferably  in  features  -  are  required, 
as  is  the  ability  ta  conceptualize  stories 
and  generate  creative  ideas.  Interest  in 
travel  is  essential.  Applicants  who  have 
run  a  newspaper  feature  section,  or 
who  have  top-level  magazine  experi¬ 
ence,  are  preferred.  Send  cover  letter, 
resume  and  work  samples  to  Randy 
Hagihara,  recruiter/editorial  hiring 
and  development,  Los  Angeles  Times, 
Times  Mirror  Square,  Los  Angeles,  CA 
90053. _ 

WANT  TO  BE  challenged  AND  work 
with  a  group  of  fun-loving  pro¬ 
fessionals  at  Mississippi's  best  com¬ 
munity  newspaper?  The  Natchez  (MS) 
Democrat  is  looking  for  a  reporter/ 
page  builder  to  work  on  its  universal 
design  desk.  Send  resume  and  clips  to 
Kevin  Cooper,  managing  editor,  503 
N.  Canal  Street,  Natchez,  MS  39120 
or  E-mail: 

kevin.cooper@natchezdemocrat.com 

WE'RE  LOOKING  FOR  a  die-hard 
news  person  who  wants  to  make  a  real 
impact  on  our  35,000-circulation  daily 
as  an  assistant  city  editor.  You  need  an 
instinct  for  news,  the  ability  to  help 
coach  a  staff  of  1 2,  and  a  craving  to 
go  head-to-head  with  the  campetition. 
Send  resume  and  clips  to  Managing 
Editor,  The  Chronicle-Telegram,  225 
East  Avenue,  Elyria,  OH  44035. 


WEB  NEWS  CONTENT  PRODUCER 
Experienced  Web  producer/journalist 
needed,  with  the  technical  skills  to 
create  news  and  features  on  the  Web. 
Also  work  on  special  audio/video  pro¬ 
jects.  Need  extensive  Web  skills, 
HTML,  Javascript  and  editing  tools 
Homesite  or  Bbedit  are  required. 
Knowledge  of  audio/video  technology, 
Perl,  Flash,  Java,  Photoshop,  and 
lllustratar  a  plus.  Have  experience  in 
Online  news,  newspapers  or  broadcast 
news.  Work  closely  with  a  small  team 
and  commitment  to  current  affairs  and 
news.  Boston-based  position.  Send 
resume  to  jobs@csps.com 

The  Christian  Science  Monitor 
Personnel  Dept.  A1 20 
1 75  Huntington  Avenue 
Boston,  MA  02115 

_ (617)450  3856 _ 

WEB  ONUNE  CONTENT  EDITOR 

For  40,000  daily  newspaper  in  South 
Texas;  Build,  design  and  edit  daily  edi¬ 
tion  of  newspaper;  journalism  degree 
with  background  in  web  page  design, 
news  editing  and  HTML  coding  skills. 
Skills  in  Freehand,  and  Photoshop  a 
plus.  Excellent  benefit  package  includ¬ 
ing  401  (k)  and  medical,  dental,  and 
life  insurance.  Fax  resume  to  Penny 
Swan,  Victoria  Advocate,  (361)  574- 
1 202  or  E-mail  to  pswan@vicad.com 

Before  everything  else,  getting  ready  is 
the  secret  of  success 

Henry  Ford 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

WRITER  WANTED 

Think  business  journalism  is  dull?  We 
can  change  your  mind.  The  Des 
Moines  Business  Record  is  looking  for 
a  writer  at  the  top  of  his/her  game. 
We're  a  weekly  magazine-style  busi¬ 
ness  paper  that  lang  ago  tossed  our 
beat  systems,  the  AP  stylebook  and  the 
inverted  pyramid.  Experienced  writers 
will  find  room  to  practice  their  craft. 
Send  clips  and  a  resume  to  Bill  Day, 
Business  Record,  ICX)  4th  Street,  Des 
Moines,  lA  50309.  Or  fax  to: 

_ (515)  288-0309 _ 


WRITER/EDITOR 

The  American  Legion  Magazine  seeks 
assistant  editor  who  can  craft  a  good 
story  with  solid  copy-editing  skills. 
Applicants  should  have  3-5  years  in 
journalism  and  4-year  degree  or 
equivalent  experience.  Submit  1  -page 
cover  letter,  resume  and  3  clips  to 
Director  HR,  700  N.  Pennsylvania 
Street,  Indianapolis,  IN  46204  or  Fax 
to  (317)  655-1509.  Veterans  are 
encouraged  to  apply. 


WRITER/REPORTER 

ACP-ASIM  needs  an  experienced  news 
writer  to  cover  the  business  of  medicine 
for  its  award  winning  monthly  maga¬ 
zine  for  physicians.  You'll  carry  out 
extensive  research,  interview  leaders  in 
the  field  and  do  some  traveling  as  you 
report  on  issues  affecting  physicians. 
We  need  strong,  clear  writing  and  in- 
depth  analyses  of  how  factors  like 
managed  care  and  politics  are  chang¬ 
ing  American  medicine.  For  more 
details  see  the  ACP-ASIM  Observer  at 
http:/ / www/ acponline.org 
Send  resume,  salary  history  and  your 
three  best  clips  to  HR-WR,  ACP-ASIM, 
190  N.  Independence  Moll  West, 
Philadelphia,  PA  19106-1572. 

Fax  (21 5)  351 -2449  or 
E-mail:  mclark@mail.acponline.org 


WRITERS  &  REPORTERS 

Enthusiastic  writers  needed  for  new, 
San  Francisco-based  website  devoted 
to  baby  boomers.  Get  in  on  the  ground 
floor,  with  stock  options  and  a  great 
team  of  former  CNN  journalists. 
Expertise  in  personal  finance, 
entrepreneurship,  health  &  fitness  and 
travel  &  leisure  are  big  pluses.  Web 
writing  experience  helps  but  not 
necessary.  Please  send  resumes  and 
clips  to  d_vandemark@yahoo.com 


WRITERS'  NEWSPAPER:  The  Courier 
News,  a  suburban  daily  based  in 
Elgin,  seeks  an  experienced  reporter  to 
cover  a  regional  beat.  We're  loaking 
for  a  writer  who  can  spot  local  trends, 
capture  events  and  personalities  in 
crisp,  vivid  prose,  and  translate  cam- 
plex  subjects  into  compelling  stories. 
Elgin  is  about  40  miles  west  of  Chi¬ 
cago  in  a  competitive  market.  Send 
clips  and  resume  to  Dennis  Robaugh, 
city  editor.  The  Courier  News,  300 
Lake  Street,  Elgin,  IL  601 20. 


_ ENTRY  LEVEL _ 

EDITOR/DESIGNER  wanted  for  Horns 
Illustrated  (Texas)  and  Ags  Illustrated 
(Texas  AM)  magazines.  QuarkXPress 
and  Photoshop  experience.  Salary  Mid 
$20's. 

Fax  resume  (918)  622-5357. 


ENTRY  LEVEL  REPORTER  WANTED 

Nationally  acclaimed  weekly  Jewish 
newspaper  seeks  entry-level  reporter  to 
join  its  award-winning  staff.  Candidate 
should  be  energetic  and  well-versed  in 
Jewish  custom  and  life  to  work  in 
octive,  diverse  100,000-h  Jewish  com¬ 
munity.  No  phone  calls,  please.  Send 
cover  letter,  resume  and  clips  ta: 

THE  BALTIMORE  JEWISH  TIMES 
2 1 04  N.  Charles  Street 
Baltimore,  MD  21218 
Att:  Phil  Jacobs,  Editor 

EOE 

FINANCE 

CHIEF  FINANCIAL  OFFICER 

The  Bradenton  Herald,  a  Knight  Ridder 
paper,  is  looking  for  CFO  candidates 
who  are  strategic  thinkers,  astute  finan¬ 
cial  analysts  and  advisars,  and  team 
leaders.  The  CFO  is  a  member  of  the 
senior  management  team  and  will  have 
overall  responsibility  for  the  financial 
function.  If  you  fit  this  profile,  and  meet 
the  following  job  qualifications,  give  us 
a  call. 

•  CPA 

•  Minimum  5  years  of  increasingly 
responsible  financial  experience 

•  Minimum  3  years  of  supervisory 
experience 

•  Exceptional  leadership  skills 

The  Bradenton  Herald  is  located  on  the 
beautiful  west  coast  of  Florida.  (We 
have  some  of  the  nicest  beaches  in  the 
state!)  We're  in  a  growing,  competitive 
market  that  makes  newspapering 
interesting  and  fun.  Contact  Barbara 
Ferg,  human  resources  director,  Bra¬ 
denton  Herald,  102  Manatee  Avenue 
West,  Bradenton,  FL  34205. 

(941)748-0411  ext.  6800 
E-mail:  bferg@bradenton.com 

MAILR<30M 

MAILROOM  MANAGER 

The  Stuart  News,  a  Scripps  Howard 
newspaper  on  the  East  Caast  af  Flor¬ 
ida,  is  seeking  an  individual  to  oversee 
our  packaging  center.  The  ideal  candi¬ 
date  will  have  5  years  of  newspaper 
mailroom  management  experience, 
good  people  ond  communication  skills. 
Must  be  able  to  organize  and  manage 
an  operation  with  sophisticated  zoning 
and  multiple  accompanying  niche  pro¬ 
ducts.  Knowledge  of  GMA  inserting 
equipment  a  plus.  Send  resume  to  The 
Stuart  News,  Human  Resources,  P.O. 
Box  9009,  Stuart,  FL  34995. 

Fax:  (561)220-8919 
E-mail:  green@stuartnews.cam 
EOE  DFWP 


_ MAILROOM _ 

AAAILROOM/PACKAGING 

MANAGER 

A  GREAT  FUTURE  AHEAD  IN  PHOE¬ 
NIX,  ARIZONA...  The  Arizona  Repub¬ 
lic,  Arizona's  leading  infarmatian 
company  is  currently  seeking  experi¬ 
enced  Mailroom/Packaging  Manager 
to  work  at  its  Deer  Valley  or  Mesa 
production  center. 

As  the  individual  selected  for  this  posi¬ 
tion,  you  will  be  responsible  for  lead¬ 
ing,  directing,  and  supervising  all  day 
and  night  mailroom  operations.  You 
will  develop,  recommend  and  imple¬ 
ment  ideas  and  projects  that  will 
improve  productivity,  efficiency,  quality 
and  operational  savings. 

Solid  leadership,  interpersonal,  com¬ 
munication,  organization,  problem¬ 
solving,  and  decision  making  skills  are 
required,  as  is  the  ability  to  effectively 
work  in  a  high-pressure,  deadline 
oriented  environment. 

Qualifications  include  an  Associate  of 
Arts  or  Vocational  degree.  A 
Bachelor's  degree  in  Operations  Man¬ 
agement,  Business  Administration  or 
similar  field  is  preferred,  but  not 
required.  Requires  6-10  years  in  man- 
!  agerial  or  supervisory  capacity. 

I 

The  Arizona  Republic  offers  a  com¬ 
petitive  salary,  with  excellent  benefits 
and  401  (k)  plan. 

Qualified  candidates  should  send  their 
resume  and  salary  history  to: 

J.Lund-PD16 
The  Arizona  Republic 
200  E.  Van  Buren  Street 
Phoenix,  AZ  85004 
Fax:  (602)  256-7334 

The  Arizona  Republic  is  an  Equal 
Opportunity  Employer  and  supports  a 
drug-free  workploce. 


NEWS 

MAKES  THE  DIFFERENCE 

j  •  Editor  &  Publisher  is 
j  NOT  a  monthly  journalism 
review. 

•  Editor  &  Publisher  is 
NOT  a  monthly  association 

house  organ. 

•  Editor  &  Publisher  is 
NOT  sponsored  by  a  uni¬ 
versity,  society  or  founda¬ 
tion. 

•  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 

NEWS  makes  the  difference 

I  EDITOR  &  PUBUSHER 
1 1  West  1 9th  Street 
New  York,  NY  100  n 
(212)675-4380 


_ MAILROOM _ 

PDC  SUPERVISOR 

The  San  Jose  Mercury  News,  newspa¬ 
per  of  Silicon  Valley,  is  seeking  an 
experienced  Supervisor  for  our  Product 
Distribution  Center.  This  position 
involves  hands-on  responsibility  in  all 
facets  af  the  PDC  operation.  This 
includes  press  and  insert  runs,  comple¬ 
tion  of  production/shift  reports  and 
helping  to  maintain  a  productive  work 
environment. 

Requirements  are:  High  school  diploma 
and  3  years  prior  supervising  experi¬ 
ence  in  the  newspaper  industry.  Must 
have  excellent  written  and  verbal 
communication  skills  along  with 
Microsoft  Office  computer  skills.  Ability 
to  adhere  to  daily  production  deadlines 
a  must. 

The  Mercury  News  offers  a  competitive 
compensation  and  benefits  package. 

We  prefer  to  receive  resumes  by  E-mail 
(no  attachments).  Paste/type  your 
resume  in  the  body  of  the  message. 
Specify  the  position  you  are  applying 
for  in  the  subject  box.  You  may  alsa 
mail  your  resume.  You  must  specify  the 
position  you  are  applying  for  in  your 
cover  letter. 

Human  Resources  Department 
jobs@sjmercury.com 
(Re:  PDC  Supervisor) 

San  Jose  Mercury  News 
750  Ridder  Park  Drive 
San  Jose,  CA  951 90 

EOE 

MARKET  RESEARCH 

RESEARCH  MANAGER 

The  San  Antonio  Express-News 
(370,000  Sunday)  is  seeking  an  expe¬ 
rienced  Research  Manager.  Position  is 
responsible  for  primary  and  secondary 
studies,  sales  materials  and  major  sales 
presentations,  and  manages  three 
Research  Analysts. 

Qualified  candidates  must  have  a  B.A. 
degree  in  a  relevant  field,  plus  a  mini¬ 
mum  of  5  years'  research  experience. 
Media  marketing  and  management 
experience  preferred.  Literate  in  Win¬ 
dows  NT,  market  segmentation 
systems,  mapping  and  presentations. 

We  offer  a  competitive  salary  and 
comprehensive  benefits  package. 
Qualified  applicants  are  encouraged 
to  send  a  resume  with  cover  letter  to 
San  Antanio  Express-News,  Attn: 
Research  Manager,  Human  Resources 
Department,  P.O.  Box  2171,  San 
Antonia,  TX  78297-2171.  You  may 
also  fax  your  resume  to  (210)  250- 
3977  or  E-mail  to  bellison@express- 
new.net 

Equal  Opportunity,  Drug-Free 
Employer 

Just  because  you're  parar>oid,  don't 
mean  they're  not  after  you. 

Kurt  Cobain 
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HELP  WANTED 


_ PREPRESS _  I 

PRE-PRESS  MANAGER 

The  Yakima  Herald-Republic  offers  a 
rare  opportunity  in  its  ad  production 
department.  Successful  candidate  will 
be  responsible  for  a  MAC  based 
department,  which  creates  ads  and 
produces  pages  for  reproduction  in  the 
newspaper.  The  candidate  we  seek 
must  have  extensive  knowledge  and 
technical  expertise  with  ad  building 
software  and  related  hardware.  Must 
have  strong  management  abilities  to 
coach,  devdop  and  support  a  staff  con¬ 
sisting  of  approximately  1 5  employees. 

The  chosen  candidate  will  be  provided 
a  challenging  career  opportunity  sup-  I 
ported  with  an  attractive  benefits 
package. 

Send  resume  and  cover  letter  with  work 
history  and  salary  requirements  to: 

Yakima  Herald-Republic 
Human  Resources  Department 
RO.  Box  9668 

Yakima,  WA  98909  i 

FAX:  (509)  577-7722 

An  Equal  Opportunity  Employer 

PRESSROOM 

PRESS  OPERATORS 

The  Blade  has  immediate  openings  for 
journeyman  operators  in  its  Flexo 
Pressroom.  Four-color  experience  a 
must.  Flexo  background  or  related 
experience  preferred.  Benefits  include 
highly  competitive  pay  with  health, 
vision,  and  dental  coverage,  pension, 
and  401  (k)  plan.  Applicants  must  hald 
G.C.I.U.  jaurneyman  card.  If  you  are 
looking  for  a  solid  career  move  with  a 
stable  company,  reply  in  confidence  to 
Human  Resources,  The  Blade,  541  N. 
Superior  Street,  Toledo,  OH  43660. 

Equal  Opportunity  Employer 

PRODUaiON/MAINTENANCE 

MAILROOM  SUPERVISOR 

Daily  newspaper  in  South  Michigan  is 
seeking  an  experienced  well  raunded 
supervisor.  We  have  a  7  day,  3  shift 
operation  that  we  are  looking  to  take 
to  a  new  level.  Successful  candidate  I 
will  have  experience  in  a  newspaper 
mailroom,  have  worked  with  GMA  or 
similar  equipment  be  familiar  with  pre¬ 
print  ancf  casual  labor  scheduling  and 
must  be  computer  literate. 

BUILDING  MAINTENANCE 
MANAGER 

We  are  also  looking  for  an  experi¬ 
enced  building  maintenance  manager. 
Successful  candidate  will  be  experi¬ 
enced  with  general  building,  HVAC, 
electrical,  plumbing  and  grounds  main¬ 
tenance. 

Both  positions  offer  an  excellent  salary 
and  benefits  package. 

Send  resume  and  salary  history  to: 

The  Jackson  Citizen  Patriot 
2 1 4  S.  Jackson  Street 
Jackson,  Ml  49201 
Attn:  Production  Manager 

No  phone  calls,  please  I 


PRODUCnON/TECH 

FIELD  SERVICE  TECHNICIANS 
Web  Offset  Printing  Press  Manufactur¬ 
ing  Company  is  loaking  for  Field  Ser¬ 
vice  Technicians  with  graphics  arts  and 
press  installatian  ei^erience.  Travel 
required  in  excess  of  50%. 

Offering  competitive  salary  and  bene¬ 
fits  package.  Fax  resumes  ta  HR 
Department,  Tensor  Group,  Inc.  (630) 
739-9339.  _ 


GR8,  A  BALTIMORE-BASED  interactive 
agency  is  looking  for  project  managers 
(marketing,  print,  Web,  interactive, 
videos,  tradeshows).  Responsibilities 
include:  liaison  between  client  and 
design  team;  vendors;  developing  and 
tracking  schedules;  monitoring  and  con¬ 
trolling  budgets/assets.  Attributes 
I  desired:  organizational  ability  and 
attention  to  detail,  ability  to  prioritize 
in  a  hectic  environment,  team  player, 
most  of  all  -  a  quick  learner  with  a  lot 
of  enthusiasm.  Software  skills  needed: 
Office  97,  Word,  Excel,  Microsoft  Pro¬ 
ject.  Minimum  3  years  related  experi¬ 
ence  required.  Please  visit  our  Web 
Site  http://www.gr8.com  and  send 
I  inquiries  to  info@gr8.com 

MANAGER/ ANALYST 
QUALITY  ASSURANCE 
Successful  candidate  will  work  with  our 
Operations  Department  managers  and 
supervisors  to  develop  and  implement 
process  system  controls.  Will  act  as  a 
liaison  to  other  divisions  and  work  with 
outside  agencies,  advertisers,  com¬ 
mercial  printers  and  material  vendors 
to  ensure  specifications  and  proce¬ 
dures  are  in  place.  Also,  test,  evaluate 
and  recommend  new  technology  and 
materials,  prepare  reports,  work  on 
various  special  projects  and  manage¬ 
ment  methodology  project  teams. 
Should  have  a  college  degree  in  busi¬ 
ness,  related  field,  or  equivalent  work 
experience  in  managing  quality 
assurance  programs.  Prefer  5  to  7 
years  newspaper  or  printing  experi¬ 
ence,  including  2  to  3  years 
supervisory  experience.  Detailed 
technical  knowledge  of  a  printing  pro¬ 
cess  helpful.  Must  have  good 
interpersonal  and  communication  skills, 
both  oral  and  written.  As  a  subsidiary 
of  Tribune  Company,  we  offer  a  com¬ 
petitive  salary  and  excellent  benefits 
package,  including  ESOP,  401  (k)  and 
I  stock  purchase  plans.  Please  apply 
with  a  resume  including  salary  require¬ 
ments,  at  our  main  office: 

The  Daily  Press 
Attn:  Human  Resources 
7505  Warwick  Boulevard 
Newport  News,  VA  23607 
Fax:  (757)  247-7884 
E-mail:  resumes@dailypress.com 
Equal  Opportunity  Employer 


NETWORK  ADMINISTRATOR 
New  Job  At  Cox  newspaper  in  Texas. 
Daily  maintenance  and  troubleshoating 
on  computer  systems,  phone,  LAN, 
WAN.  implement  system  hardware 
and  software  upgrades  on  Macs,  PCs, 
etc.  Use  repart  writer.  Desirable 
qualifications:  knowledge  in  PCs, 
Macs,  UNIX,  SQL,  Sybase,  LAN, 
WAN,  Routers,  Ethernet,  COBOL, 
GEAC,  DTI.  Send  resume  and  salary 
histary  ta  Publisher,  Lufkin  Daily  News, 
P.O.  Box  1089,  Lufkin,  TX  75902- 
1 089  or  fax  confidentially  to: 

(409)  632-6641 


PRODUCnON/TECH 

PRODUaiON  MANAGER 

The  Jerusalem  Past,  one  of  the  world's 
most  prestigious  newspapers,  seeks  a 
Production  Manager  for  its  Jerusalem 
facility.  Your  proven  and  effective 
management  capability  will  be  key  to 
implementing  cost  controls,  improving 
production  efficiency  while  reducing 
waste  and  increasing  press  output  and 
evaluating  staff  reports-both  finan¬ 
cially  and  professionally. 

Ideal  candidate  will  possess  at  least  1 0 
years  experience  in  either  daily  news¬ 
paper  production  environment  or  a  col¬ 
d-set  web-offset  commercial  printing 
operatian  as  well  as  5  to  7  years  in  a 
production  management  position. 
Demonstrable  “hands-on”  press  run¬ 
ning  or  pressmen  experience  essential 
os  well  as  press-related  camputer  skills 
and  editorial  and  advertising  page  pro¬ 
cesses  including  scanning,  color  pro¬ 
duction  and  quality  contra)  procedures. 

Competitive  compensation  and  bene¬ 
fits.  If  you  are  prepared  for  a  pro¬ 
fessional  and  personal  opportunity  of  a 
lifetime,  please  send  resume  and 
references  to: 

Thomas  A.  Rose 
Publisher  and  CEO 
The  Jerusalem  Post 
401  N.  Wabash  Avenue,  Suite  740 
Chicago,  IL6061 1 

Equal  Opportunity  Employer 

PUBLICATIONS  SPECIALIST,  Software 
Trainer.  Mac/PC  experience 
necessary.  If  you  know  prepress,  SQL, 
or  NT,  like  travel,  and  want  out  of 
deadline  dilemmas,  send  resume  to 
Managing  Editor,  Inc.,  Attn:  Peter,  101 
Greenwood  Avenue,  Suite  330,  Jenkin- 
town,  PA  1 9046  or  fax: 

(215)  886  5681 

E-mail:  pkelts@maned.com 


PUBUC  RELATIONS 

SENIOR  AAANAGEMENT  PUBLICIST 

The  American  Red  Cross,  the  world's 
premiere  humanitarian  organization,  is 
seeking  a  Senior  Management  Pub¬ 
licist  at  our  Rosslyn,  VA  location. 

The  successful  candidate  will  work 
directly  with  Red  Cross  vice  presidents, 
senior  vice  presidents  and  other  top 
management  to  develop  individual 
media  and  visibility  plans.  A  proven 
track  record  in  working  with  top-level 
corporate,  government  or  organiza¬ 
tional  leadership  is  required. 
Speechwriting,  public  relations  and 
media  skills  must  be  demonstrated.  A 
track  record  in  working  with  and 
managing  public  relations  firms  is 
necessary.  To  qualify,  you  must  possess 
a  B.S./B.A.  in  communications,  jour¬ 
nalism,  or  related  field;  5-i-  years 
related  experience;  Capital  Hill,  state 
legislative  or  national  corporate  or 
organizational  experience  a  big  plus. 
Excellent  written  and  verbal  communi¬ 
cation  skills  as  well  as  organizational 
ability  and  a  performance  record  in 
identifying  pertinent  visibility  opportu¬ 
nities  required.  Some  domestic  and 
international  travel  will  be  necessary 
and  on-call  availability  is  required. 

The  American  Red  Cross  offers  a  com¬ 
petitive  salory  and  excellent  benefits. 
For  consideration,  please  send  a 
resume  with  cover  letter,  salary  history, 
and  sample  writings  to: 

American  Red  Cross 
5th  Floor 
Attn:  TC/KS/BB 
1621  N.  Kent  Street 
Arlington,  VA  22209 
Fax:  (703)  248-4415 
EOEM/F/D/V 

AMERICAN  RED  CROSS 


Use  the  best  read  Classified 
Ad  Pages  in  the  industry 

E&P's  Classified  Section  is  where  you'll  find  the  used  equip¬ 
ment  you  need,  discover  new  employment  opportunities,  get  a 
feel  for  who’s  hiring  where,  find  the  key  professionals  to  make 
your  newspaper  run,  sell  your  used  equipment,  locate  industry 
service  providers,  even  buy  or  sell  your  newspaper  business. 

New  ads  every  week! 

Rates  and  information  are  in  this  section. 

To  place  your  classified  ad. 

FAX:  (212)  929-1259  Phone;  (212)  675-4380  ext.  173 
E-mail:  hazelp@mediainfo.com 

Mail:  E&P  Classified  Ads,  1 1  West  19th  Street,  New  York,  1001 1 
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CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.75 

2  weeks  . $10.35 

3  weeks  . $9.05 

4  weeks  . $7.85 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.50 

2  weeks  . $4.60 

3  weeks  . $3.80 

4  weeks  . $3.40 


ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks  . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  /\dd  $1 5.(X)  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $121  pci 

2  weeks . $110  pci 

3  weeks . $104  pci 

4  weeks . $100  pci 

PAYMENT 

Make  check  payable  to  Editor&  Publisher 
or  charge  to  your  American  Express, 

yiSA  MasterCard  or  Visa.  Please  supply  name 

MMBM  HfiPiHl*’  ■gSBiS  on  card,  account  number,  expiration  date 
and  card  holder's  signature. 

Ptease  note:  Intematbnal  ads,  new  accounts  and  positions  wanted  ads  must  pre-pay. 

TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information;  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
lisad@mediainfo.com 

QUESTIONS? 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Lisa  Dixon  /  Extension  174 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


POSITIONS 

WANTED 


_ CIRCULATION _ 

ADVERTISING  SALES  and  Circulation 
Marketing  Experience,  Proven  Sales 
Producer,  seeks  small  to  medium  size 
publication  to  build.  (Zones  7,8,9) 

E-mail;  matman@mtaonline.net 

CIRCULATION  CONSULTANT,  weeklies, 
dailies,  small  to  metros.  Over  35 
years  competitive  experience.  Dis¬ 
tribution,  Home  Delivery,  Single  Copy, 
Mailrooms,  Circulation  Computer 
Systems,  Promotions,  Sales,  Service, 
Trucking  and  Office  Pay  Systems.  Long 
or  Short  Term.  Call  Vince  Fusco  at: 

(21 0)661 -571 2  or 
E-mail  vincefuscc)@yahoo.com 


EDITOR  OF  NATIONALLY  distributed, 
32-edition,  l-million-^  circulation,  4- 
color  magazine  in  the  field  of  higher 
education  seeks  greener  pastures  (that 
is,  a  new  challenge)  in  New  England. 
Also  production-  and  Internet- savvy, 
reliable,  experienced,  articulate 
speaker  and  writer.  A  find,  frankly, 
j  Looking  for  position  os  editor,  educa- 
I  tion  correspondent,  ombudsman,  writer 
-  preferably  with  small  company  or 
I  start-up.  Interested?  Hope  so.  Contact 
j  meatcxppcu@tiac.net 


j  AWARD-WINNING  editor,  semi- 
I  weekly,  seeks  daily  spot.  Ideal  is  col- 
'  umnist,  humor/opinion,  and/or  man¬ 
agement.  Steve  Snyder,  P.O.  Box  70, 
j  Jocksboro,  TX  76458.  (940)  567-5464 

I  EXPERIENCED,  energetic  writer/ editor 
i  seeks  new  creative  career  challenge 
with  specialty  or  trade  publication. 

(305)  891-2595 

HARD  WORKING  NINE  YEAR  daily 
i  newspaper  reporter  with  knack  for  pro- 
I  ducing  front  page  stories  seeks  new 
I  challenge  as  reporter  at  50,000- 
i  1 00,000  daily.  Respond  to: 

khathome@earthlink.net 

I  NEWS  REPORTER  WITH  4  1/2  YEARS 
I  experience  in  competitive  markets,  all 
beats.  Seeking  reporter  position  with 
10,000-f  circulation  daily.  Zone  9, 
Idaho  and  North  Carolina.  Reply  to 
Box  08867,  Editor  &  Publisher. 

I  FINANCE 

I  HAVE  THE  EXPERTISE  and  the  experi¬ 
ence  to  be  a  productive  team  member 
immediately.  Eighteen  years  in  the 
newspaper  industry,  the  last  ten  as  con¬ 
troller,  including  all  facets  of  account¬ 
ing.  Experience  includes  two  successful 
computer  conversions,  A/P,  A/R,  GL, 
payroll,  F/A,  EOM  closing,  capital  and 
annual  operating  budget  submissions. 

Telephone:  (21 7)  442-6813 
E-mail;  rmoore50@worldnet.att.net 


Attention: 

Positions  Wanted  Advertisers 

For  quicker  placement, 
you  can  Fax  or  e-mail  your  Positions 
Wanted  ad  along  with  your 
Visa/MasterCard/American  Express  card 
number  and  expiration  date. 

(212)  929-1259  or 
E-mail:  michelea@mediainfo.com 
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E&P  •  SHOP  TALK  AT  THIRTY 


by  Michael  M.  Spear 

When  will  the  greed  stop? 

Uncompetitive  salaries  are  driving  the  ‘best’  elsewhere 


It  is  news  to  no  one  that  the  prospects 
are  not  bright  for  those  who  want  to 
enter  journalism.  Newspapers  are 
reducing  staffs  and  folding,  competition 
between  papers  and  news  quality  are 
down,  advertising  and  editorial  depart¬ 
ments  increasingly  are  bedfellows,  pay 
is  horrendous,  and  students  entering  the 
profession  right  out  of  school  often  are 
worked  to  the  point  of  abuse  while  being 
paid  barely  enough  to  survive. 

I  wonder  whether  the  industry  knows 
or  cares  that  it  is  losing  some  very  good 
people  to  other  fields  that  pay  much  bet¬ 
ter.  Understand,  my  myopia  simply  will 
not  let  me  see  how  any  other  Job  could 
be  more  interesting  or  important  than 
the  work  of  journalism. 

I’ve  been  in  and 
around  journalism  for 
more  than  50  years. 

That  experience 

includes  growing  up  on 
a  weekly,  23  years  on 
metro  dailies,  and  16 
years  as  a  teacher. 

When  1  tell  my  stu¬ 
dents  that  I  started  out  on  a  Newspaper 
Guild  paper,  the  old  Greensboro  (N.C.) 
Daily  News,  as  a  police  reporter  at  $64  a 
week  in  1960,  they  look  at  me  as  if  I 
must  have  been  crazy. 

Then  1  say  to  them,  “Unfortunately, 
you  won’t  be  making  much  more  than 
that  nearly  40  years  later  when  you  get 
your  first  job  in  journalism.”  They  look 
puzzled,  and  perhaps,  in  .some  cases, 
aghast. 

But  here  is  the  math:  $64  a  week 
comes  to  $3,328  a  year.  If  you  carry  that 
forward,  using  Consumer  Price  Index 
annual  averages  for  the  years  1960  and 
1997,  that  pay  today  is  the  equivalent  of 
a  bit  more  than  $18,000  a  year. 

Things  haven’t  changed  much  since 
then.  A  survey,  reported  in  the  November 
1998  AEJMC  News,  a  publication  of  the 
As.sociation  for  Education  in  Journalism 
and  Mass  Communication,  found  these 
median  weekly  salaries  for  bachelor’s 
degree  recipients  right  out  of  school  in 
1997:  weeklies,  $378  or  $19,656  a  year; 
dailies,  $404  or  $21,008;  and  TV,  $360 
or  $18,720. 

These  compare  with  $444  a  week  or 


$23,008  a  year  for  public  relations  and 
$525  a  week  or  $27,300  a  year  for  Web 
and  online  publishing. 

During  the  1980s.  journalists  reported 
often  about  corporate  greed.  I  wonder 
how  many  saw  the  irony  in  that,  saw  that 
they  themselves  were  victims  of  it? 

More  than  one  person  has  said  over  the 
years  that  to  own  a  newspaper  often  is  a 
license  to  print  money.  This  has  been 
borne  out  regularly  over  the  years  with 
industry  profit  margins  in  double  digits 
while  the  rest  of  the  business  world  was 
gotten  by  with  profit  margins  in  the  sin¬ 
gle  digits. 

A  colleague  in  our  business  school  tells 
me  that  S&P  500  profits  last  year  aver¬ 
aged  a  little  more  than 
8%.  So  I  ask:  How  can 
the  newspaper  industry 
make  this  much  money 
and  not  pay  its  foot  sol¬ 
diers  salaries  that  are 
comparable  to  those  of 
other  industries  that 
aren’t  making  nearly 
the  same  profits? 

Dare  I  call  it  long-term  corporate 
worker  abuse?  Should  I  urge  —  as  many 
have  over  the  years  —  that  the  industry 
wake  the  hell  up!  Many  of  the  best  jour¬ 
nalism  students  see  the  picture.  And 
while  I  have  no  doubt  that  they  would 
make  excellent  journali.sts,  they  are  not 
willing  to  go  that  route. 

Why  should  they? 

And  don’t  give  me  that  old  line  that 
pay  isn’t  important,  that  a  dedicated 
journalist,  one  who  has  insatiable  curios¬ 
ity  and  who  lives  and  breathes  for  the 
opportunity  to  get  the  news  out  before 
the  public,  doesn’t  need  or  worry  about 
money. 

I  remember  vividly  one  of  the  editors 
of  our  campus  weekly  several  years  ago. 
She  had  a  4.0  grade  point  average  in 
English  and  journalism,  and  she  had  it 
all.  She  recognized  instantly  what  news 
was.  As  editor,  she  thought  that  a  story, 
any  story,  was  her  right  to  have.  She  was 
quick,  intelligent,  relentless,  efficient, 
accurate,  and  diplomatic.  I  had  no  doubt 
that  she  would  be  on  a  major  daily  in 
only  a  few  years  out  of  .school. 

But  upon  graduation,  she  told  me 


she’d  gotten  a  job  in  marketing  —  at  a 
significantly  higher  salary  than  she 
could  have  gotten  in  journalism.  She  had 
applied  at  several  newspapers,  armed 
with  glowing  letters  of  recommendation, 
and  had  been  rebuffed.  She  said  simply: 
“I  love  journalism,  but  I’ve  got  to  have  a 
life.  And  this  job  looks  fascinating.  I 
won’t  be  bored.” 

A  year  later,  I  asked  her  to  come  back 
to  speak  to  my  introductory  journalism 
cla.ss,  not  knowing  what  she  would  say. 
She  talked  about  how  she  was  getting 
ahead  in  marketing,  promotions,  salary, 
etc.,  and  then  a  student  asked,  “Yeah,  but 
didn’t  you  major  in  journalism?” 

“1  did,”  she  said,  “and  1  wouldn’t  trade 
anything  for  it.” 

“But,  you’re  in  marketing.  How  did 
you  know  how  to  do  that?” 

“Journalism,”  she  said.  “It  teaches  you 
how  to  meet  people  and  how  to  get  infor¬ 
mation  from  them,  it  teaches  you  how  to 
write,  and  it  teaches  you  how  to  think 
and  do  research.  What  else  do  you  need 
to  know  for  marketing  or  anything  else?” 

I  have  seen  a  number  of  excellent 
journalism  students  go  elsewhere.  I 
don’t  think  journalism  is  better  off 
because  they  didn’t  have  the  dedication 
to  suffer  through  the  early  years  of  jour¬ 
nalism  —  that  old  thing  about  dedica¬ 
tion,  the  calling,  whatever  you  like. 

It  is  a  fact  that  there  are  a  number  of 
excellent  journalists  who  sort  of  fell  into 
the  business  and  found  that  they  loved  it, 
and  who  didn’t  have  any  dedication  to  it 
initially. 

I  think  it  is  time  the  industry  woke  up 
and  acted  a  little  less  greedy.  In  these 
times  of  falling  circulation  and  public 
contempt,  it  is  important  to  take  care  of 
the  foot  soldiers. 

Is  there  any  reason  that  these  foot  sol¬ 
diers  can’t  be  treated  ju.st  as  well  as  the 
foot  soldiers  in  other  industries? 

For  years,  people  have  been  saying 
that  something  ought  to  be  done  about 
this.  Well,  for  some  time  now,  something 
has  been  done  about  it. 

Many  of  the  best  are  going  elsewhere. 


Spear  is  an  associate  professor 
of  journalism  at  the  University  of 
Richmond. 


I  think  it  is  time 
the  industry  woke  up 
and  acted  a  little 
less  greedy. 
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Are  you  lu  control 
of  your  TV  book? 

Save  time  and  grow  revenue  with  the  all-new  PMC. 


Now  a  subsidiary  of 
New  Media  Ventures  Inc., 
PMC  has  become  more  than 
just  a  TV  book  company. 
Our  full  staff  of  experienced 
newspaper  people  can  help 
you  in  ways  you  never 
thought  possible.  We  can 
assist  with  Web  site 
advertising,  audiotext 
sales,  sales  training  and 
management,  locating 
revenues,  and  much  more  - 
not  to  mention  producing 
your  TV  book.  In  fact, 

PMC  has  helped  many  of  our 
customers  successfully  cover 
the  cost  of  their  TV  books 
and  our  services. 


PMC  OFFERS  THREE  DISTISCT 
LEVELS  OF  TV  BOOK  SERVICE: 

>  O  Full-service  SALES 
and  print:  PMC  provides 
everything.  The  book  comes 
to  you  printed  and  ready  for 
insertion  -  and  we  help  you 
j  fill  it  with  ads. 

^  0  Sales  and  Production: 
PMC  helps  generate  and 
place  all  advertising,  designs 
the  book,  and  provides 
you  with  completed  pages 
each  week  so  you  can 
I  print  it  yourself. 

y  O  Sales  only:  For  those 
I  who  design  and  publish  their 
I  own  books,  PMC  assists  you 


j  in  developing  a  strategy  to 
I  overcome  problems  reaching 
your  sales  goals.  Smaller 
newspapers  can  also  join  our 
Smart  TV  program  which 
offers  this  ironclad 
guarantee:  “Your  advertising 
!  sales  will  cover  the  cost  of 
!  all  PMC  consulting  and 
i  sales  fees.” 

I  PMC  can  help  bring  in 
j  national  revenues,  as  well, 

!  with  ads  from  cable 
I  channels,  syndicators, 

!  networks,  and  other  sources. 

I  We  can  even  ensure  that  your 
j  sales  strategies  are  in  line 
I  with  the  demographics  of 
i  your  market  through  state- 


I  of-the-art  analysis.  PMC  also 
I  offers  outstanding  reader- 
I  friendly  design,  on-time 
I  delivery,  and  highly 
I  competitive  printing  prices, 
i 

PMC  works  with  more 
I  than  135  newspapers 

representing  16-million 
I  households  across  the 
i  country.  Start  saving  by 
I  putting  our  experience  to 
i  work  for  you.  Call  (713) 
i  780-7055  today. 

pmc 

■  ■Vn  RMnVNOUIQ 

Concepts 


*  Now  A  SUBSIDIARY  OF  NeW  MeDIA  VENTURES 


“Since  1993,  we  have  used  Corerston  lo  create 
a  localized  weekend  guide  to  help  more  than 
nS.OOO  readers  in  the  Washington  D.d.  area 
decide  how  to  spend  their  weekend  free  time. 
The  product  delivers  overwhelming  reader 
response  from  our  audience  of  suhurhan 
families  and  committed  ad  support  from  movie 
studios,  restaurants  and  enteilainment  venues." 


*» 


.V 


Toby  Hall 
Ad  Uirector 
Joimial  NiwslHipers 
Alexandria,  VA 


w. 


Thomson 

Target 

Media 


800-217-8679 

moreinfo@ttmedia.com 
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TTM  Products:  Kids  &  Families:  Curiocity  for  Kids,  and  Curiocity's  FreeZone:  Health  &  Fitness:  ActiveTimes,  healthfile; 
Entertainment  Coverstory,  'nology:  Sports  &  Outdoor  Recreation:  Basketball  This  Week,  Pro  Football  This  Week,  Track  &  Speed,  Golf  This  Week 
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